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                   SUMMARY AND KEY TERMS 
 
Summary 
The purpose of this treatise is a development of a suitable model for a 
community radio station which would lead to operational effectiveness and 
ensure sustainability. The treatise has three phases namely a theoretical phase, 
a narration phase and an integration phase. 
 
Firstly, in the theoretical phase the research study investigates what the 
literature review reveals about community radio stations and business models. 
This treatise argues that a total dependency of community radio stations on 
donor funding leads to operational ineffectiveness which threatens their 
sustainability.  The treatise also argues that a business model could be adapted 
for a community radio station by identifying the business issues which the 
literature review revealed, and use these to deconstruct a theoretical business 
model. 
 
Secondly, in the narrative phase the research study investigates the important 
business issues for a selected community radio station. The treatise argues the 
board and management of this selected community radio station revealed 
additional business issues of operations and gave different ratings to business 
issues which are important in their operations. Thirdly, in the integration phase, 
the theoretical model deconstructed in the theoretical phase, was revised by 
including additional business issues of operations revealed in the narrative 
phase. The research study concludes that this revised model is a suitable 
business model for a community radio station and can lead to operational 
effectiveness and ensure sustainability.   
 
Key terms: 
Community; 
Community Participation; 
Governance; 
Business Model; 
Independent Communications Authority of South Africa (Icasa). 
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CHAPTER 1 
INTRODUCTION TO THE MAIN PROBLEM 
 
1.1 INTRODUCTION TO COMMUNITY RADIO STATIONS 
The aim of a community radio station is to provide a community broadcasting 
service of radio programmes for a community it serves. Tabing (11:2000) 
describes this type of a radio station as one that is operated in the community, 
for the community, about the community and by the community. 
 
Section 1 of the Broadcasting Act No 4 of 1999 defines a community 
broadcasting service as a service which: 
• Is fully controlled by a non-profit entity and carried on for non-profitable 
purposes; 
• Serves a particular community; 
• Encourages members of the community served by it or persons 
associated with  or promoting the interests of such community to 
participate in the selection and provision of programmes to be broadcast 
in the course of such a broadcasting service; and 
• May be funded by donations, grants, sponsorships or advertising or 
membership fees, or by any combination of the aforementioned (Icasa, 
9:2005). 
 
The emergence of community radio stations, in opposition from both state-
owned and commercial radio stations, represented a shift in South Africa’s radio 
industry. Community radio stations like Bush Radio came into being shortly 
before South Africa’s first democratic elections in 1994 (Bosch, 26:2003).  The 
public and commercial radio broadcasters operated from the premise that they 
knew what the listener wanted to hear. Thus, radio listeners did not have any 
say on content of the programmes they listened to.  
 
A community radio station is different in that it is required by law that the 
community to which a community radio station provides a community 
broadcasting service (the listeners), participate fully, in both the management of 
that community radio station and decision-making on content of the 
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programmes which will be aired to them (the listeners) by that community radio 
station.  
 
According to Icasa (11:2005), the IBA Act No. 153 of 1993, the Broadcasting 
Act No.4 of 1999 and international benchmarking demonstrates that there are 
three key principles or aspects that define community sound broadcasting, 
namely: 
• Community participation – which is seen as an active participation of the 
community, whether it be in the creation of news, information, 
entertainment or culturally relevant material, with an emphasis on local 
issues or concerns, or participation in the management or simply making 
inputs around the scheduling and content of programming at the station; 
• Non-profit Making – the spirit in which the station operates is focused on 
serving the community and not making profit or serving the interests of 
the advertisers. In this sense there are closer linkages with public sound 
broadcasting than commercial sound broadcasting; 
• Community Ownership and Control – it is the involvement of community 
members at the level of the Board which is democratically elected by the 
community that distinguishes community sound broadcasting from 
commercial sound broadcasting. It is this which leads to stations 
dedicated to the development of education and people empowerment, 
while promoting the principles of democracy and grassroots community 
participation (Icasa, 11:2005). 
 
Tabing (11:2000) adds the following as unique characteristics of a community 
radio station: 
• It uses technology appropriate to the economic capability of people, not 
that which leads to dependence on external sources; 
• It promotes and improves community problem solving. 
Community radio in the developing world emerged within context of 
participatory communication projects in Latin America in the 1960’s, following 
criticisms of the failures of the dominant capitalist paradigm of the West and the 
Marxist Socialist paradigm of the East (Nwosu, Onwumechilli & M’Bayo;  1995). 
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Since 1990, South Africa’s broadcasting authority has been processing 
hundreds of community radio licence applications from groups as diverse as 
rural women’s cooperatives, Afrikaans communities and various religious 
bodies (Alexander, 1:2007).  Few years ago the broadcasting industry in South 
Africa was regulated by Independent Broadcasting Authority (IBA) which 
granted 12-month community radio licences in 1995 to about 85 community 
radio station (SouthAfricaInfo.com; 2007). Apart form granting licences, one of 
the main tasks of the IBA was enforcing local content quota and dealing with 
audience complaints through its Monitoring and Complaints Committee (Bosch 
95:2003). The IBA was replaced by the Independent Communications Authority 
of South Africa (Icasa). Community radio stations comprise the 100 watts or so 
low-power transmitters operated under licence from Icasa (Van Zyl, 12:2003). 
 
The establishment of community radio stations was seen as a tool to empower 
the disadvantaged majority (Buckley; 2000), The scope of community radio 
stations varies from 500 000 Johannesburg residents who listen to Jozi FM to a 
mere 1000 people who listen to Ilitha Community radio in the Eastern Cape 
town of Maclear. Community radio stations form a crucial part of South African 
broadcasting landscape, providing diversity for listeners and much-needed skills 
for the public and the commercial radio sector (SouthAfricanInfo.com; 2007). 
Thus, community radio stations play pivotal role in developing the community’s 
media skills while providing a broadcasting service. 
 
 
1.2  PROVIDING A BROADCASTING SERVICE 
Broadcasting services in South Africa experienced major regulatory reforms 
after 1994. According to Banda (1:2006), the philosophical basis of 
broadcasting service is still associated with the Reithian conceptualisation of 
British broadcasting. It has come to mean quality programming that will: 
• Provide citizens with information that will allow them to participate fully in 
their societies; 
• Foster the citizens’ development, curiosity and education; 
• Tap the best of a nation’s cultural resources in literature, art, drama, 
science,  history, etc; and 
• Express national and regional cultural identity.  
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Mtinde (1:2006) states that a broadcasting service is defined as a  service 
which consists of broadcasting of television or sound broadcasting material to 
the public, sections of the public or to subscribers to such a service but does not 
include: 
• A service (including text service) that provides no more than data or no 
more than text ( with or without associated still images ); 
• A service that  makes programmes available on demand on a point-to-
point basis, including a dial up service; and 
• A service or class of service which Authority may prescribe as not falling 
within this definition. 
 
There are three broadcasting services in South Africa, namely, public 
broadcasting service; commercial broadcasting service; and community 
broadcasting service.  According to Info.gov.za (1999), the Broadcasting Act 
No. 4 of 1999 states that: 
• A public broadcasting service means any broadcasting service provided 
by SABC, any other statutory body or any person who receives his or her 
revenue either wholly or partly from  licence fees levied in respect of the 
licensing of persons in relation to sound radio sets and television sets; 
• A commercial broadcasting service means a broadcasting service 
operating for profit or as part of a profit entity but excludes any 
broadcasting service provided by a public broadcast licensee; 
• A community broadcasting means a broadcasting service which is fully 
controlled by a non-profit entity and carried on for a non-profitable 
purposes, serves a particular community, encourages members of the 
community served by it or persons associated with or promoting the 
interests of such community to participate in the selection and provision 
of programmes to be broadcast in the course of such broadcasting 
service and maybe funded by donations, grants, sponsorships, 
advertising, membership fees or by any combination of the 
aforementioned (Info.gov.za; 1999). 
 
Icasa (37:2005) states that many community sound broadcasters have been 
encountering problems as staff and management within the stations are not 
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adequately trained, nor do they have the capacity to handle the running of a 
community broadcasting service provider. Moreover, according to Walker 
(1:1997), community radio relies on local volunteers for most of its programming 
and day-to-day administration. Resources are a challenge to many community 
broadcasting service providers. According to Inman (4:2004), providing a 
service requires sound management of staff and resources, if the particular 
need is to be adequately addressed. A business model for a community radio 
station may assist management in that regard and that is the purpose of this 
research. 
 
 
1.3 THE PURPOSE OF THE RESEARCH 
The purpose of this research is the development of an appropriate business 
model for a community radio station to promote increased effectiveness and 
ultimately its sustainability. Van Zyl (18:2003) states that community radio 
stations must remain on air and be sustainable for them to continue giving 
knowledge and information to the community. This introduces the problem 
statement that will be addressed by the research: 
 
How can the development of a suitable business model for a community radio 
station help it to improve its operational effectiveness and ensure sustainability? 
 
 
1.4 SUBPROBLEMS 
In order to develop a research strategy to deal with and solve the main problem, 
the following sub-problems have been identified: 
 
What does literature reveal about broadcasting and community radio stations? 
 
What does the literature reveal about business models? 
 
Which business models can be applied or adapted for a community radio 
station? 
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How can an integration of answers to the above sub-problems be used to 
develop a suitable business model for a community radio station? 
 
 
1.5 PRIOR RESEARCH 
Apart from short review papers on issues facing community radio stations by 
NGOs and Icasa, not a lot of research has been done on how the effectiveness  
of community radio stations can be improved , thus leading to their 
sustainability. Although there are many case study descriptions of community 
radio stations around the world, there is only one published book of case 
studies of community radio stations in South Africa (Siemering, Fairbairn & 
Rangana; 1998) 
 
In 2003, Tanja Estella Bosch, submitted a doctoral thesis called “Radio, 
community and identity in South Africa: A Rhizomatic study of Bush Community 
Radio in Cape Town” to the College of Communication of Ohio University, USA. 
This thesis dealt with the history Bush Radio; the new theoretical direction for 
community radio stations and Bush Community Radio’s diverse programmes on 
children, youth, HIV/Aids, Gays and Lesbians. However, Bosch’s research is 
narrative and focuses mainly on programming. There is little information on how 
Bush Community Radio managed to be financially viable and sustainable. This 
could be attributed to the fact that when Bush Community Radio was formed, 
many international donors were donating a lot of money to community radio 
stations to ensure that South African communities were educated about 
democracy. 
 
In 2003, John Van Zyl edited a book called “Community Radio, The People’s 
Voice”. One chapter in this book deals with how to make a radio station self 
sustainable. It was merely a guide to communities who want to set up and 
manage a community radio station. Because the book emphasized the non-
profit status of a community radio station, it did not encourage a business 
approach. 
 
In 2004, Lydia Alice Annabel Inman, submitted an MBA treatise called “The 
development of a business model for a non-profit organisation in Port Elizabeth: 
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A case study” to the NMMU Business School. Inman’s research applied to non-
profit organisation and, in particular, Algoa Bay Council for the Aged. 
Custodians of community radio stations, many of whom have no knowledge of a 
business models, would battle to translate the model and adapt it for a 
community radio station. 
 
Icasa’s Review of Community Sound Broadcasting Policy Discussion paper 
presented in 2005 is a significant publication aimed at ensuring an existence of 
both regulatory and legal environments that are conducive to success of 
community radio stations. In 2006, Estelle Zeeman, submitted a doctoral thesis 
called “The development of a community radio station for a national game park” 
to the University of Pretoria. However, the financial viability and sustainability of 
such a community radio station was not addressed. 
 
 
1.6 DELIMITATION OF RESEARCH 
To describe that which will not be included in the research, the delimitation of 
research is discussed. 
 
1.6.1 Type of a community radio station 
The type of community radio station will be limited to a community radio station 
that provides a community broadcasting service within a geographical area. The 
community radio station will be a Section 21 company, hence, a non-profit 
organisation. The primary objective of this community radio station is to 
broadcast local and national news as well as informative, educational and 
entertaining radio programmes with a local content. The broadcasting service of 
this community radio station will not be heard very clearly outside the station’s 
area of broadcasting coverage. 
 
1.6.2 Geographical delimitation  
The empirical study of this research will be restricted to a community radio 
station that provides a community sound broadcasting service to a community 
within the geographical area of the Nelson Mandela Metropole. An in-depth 
case study of this community radio station will be done for the proposed 
research. 
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1.6.3 Employment level of employees to be surveyed  
The empirical study will be limited to the leadership and management of this 
community radio station which consists of the operations manager, the 
programmes manager and one board member. Although this community radio 
station is made up of over 30 staff members consisting of radio presenters, 
newsreaders and producers, only the leadership and management have the 
knowledge of planning and controlling various aspect of business at this 
community radio station. Moreover, they are responsible for developing policies 
as well as managing people and resources at this community radio station. 
 
 
1.7  ASSUMPTIONS 
It is assumed that: 
• Some literature broadcasting issues in Europe, Asia and North America 
can be applicable to South African community radio stations. 
• Some literature on community radio stations issues in Europe, Asia and 
North America can be applicable to South African community radio 
stations 
• A business model can be successfully applied to a community radio 
station to achieve an increased effectiveness. 
 
 
1.8  THE SIGNIFICANCE OF THE  RESEARCH  
Community radio gives community members access to information because it 
gives them access to means of communication. The most relevant information – 
education and development is disseminated and exchanged. Important local 
issues are aired. A free market place of ideas and opinions is opened up and 
people are given the opportunity to express themselves socially, politically and 
culturally (Tabing, 12: 2005). 
 
Community radio stakeholders have been urged to realign their content to the 
needs of their audiences so as to be more sustainable. This was one of the key 
resolutions taken at a close of two-day National Community Radio Conference 
held in Durban on the 13th of March in 2007 (Papayya, 7:2007). Stakeholders 
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agreed that community radio had to be effectively marketed and the product 
had to be appealing to the advertising industry. The conference also resolved 
that strong management and proper human resource structuring was an 
important element in the success of community radio stations. The conference 
organised by the Department of Communications will culminate in the drawing 
up of a report to determine a five-year plan for the sustainability of community 
radio in South Africa (Papayya, 7:2007). 
 
It is, therefore, considered extremely important by the government, community 
members and broadcasting regulators in South Africa that community radio 
stations become financially viable and self-sustaining. Inman (9:2004) states 
that non-profit organisations need to structure their activities in a way that is 
more akin to business, in order to increase their effectiveness.  
 
 
1.9  THE DEFINITION OF TERMS 
The following terms are defined for the purpose of this research. 
 
1.9.1 Business Model 
Osterwalder, Pigneur and Tucci (2005) define a business model as a 
conceptual tool that contains a big set of elements and their relationship and 
allows expressing the business logic of a specific firm. It is a description of the 
value a company offers to one or several segments of customers and of the 
architecture of the firm and its network of partners for creating, marketing and 
developing this value and relationship capital, to generate profitable and 
sustainable revenue streams. 
 
1.9.2 Community 
A community is a group of people living together in one place, holding certain 
attitudes and interests in common (AskOxford.com; 2007). The word community 
comes from the Latin word communist, meaning “common, public, and shared 
by all or many” (Harper; 2001). German sociologist Ferdinand Tonnies 
presented a concise differentiation between the terms “community”  
(Gemeinshaft) and “society” (Gesellschaft). In his work, Gemeinschaft und 
Gesellschaft, Tonnies (2007), argued that “community” is perceived to be a 
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tighter and more cohesive social entity within the context of the larger society, 
due to the presence of a “unity of will”. 
 
The Broadcasting Act defines the term “community” as meaning “includes a 
geographically founded community or any group of persons or sector of the 
public having a specific ascertainable common interest” (Icasa; 2005). 
 
1.9.3 Radio 
A radio is an apparatus used to receive radio broadcasts (Answers.com; 2007). 
The radio receives electromagnetic waves from the air that are sent by a radio 
transmitter. Electromagnetic waves are a combination of electrical and magnetic 
fields that overlap. The radio converts these electromagnetic waves, called a 
signal into sounds that humans can hear. “Radio” as a noun is said to have 
been coined by advertising expert Waldo Warren (White, 132:1999). Originally, 
radio was called “wireless telegraphy”, which was shortened to “wireless”. 
 
Radios are a part of everyday life. Not only are they used to play music or as 
alarms in the morning, they are also used in cordless phones, cell phones, baby 
monitors, garage door openers, toys, satellites and radar. Radios also play an 
important role in communications for police, fire, industry and the military 
(Wikipedia.org; 2008). In general, radio remains the most pervasive medium 
with the greatest potential for the participatory communication strategies due to 
its low cost and accessibility to illiterate populations, particularly in rural areas 
(Bosch, 103:2003). 
 
1.9.4 Radio Station 
A radio station is a station for the production and transmission of radio 
broadcasts (TheFreeDictionary.com; 2007). For a listener with no knowledge of 
broadcasting terminology, a radio station is a building that houses broadcasting 
and production studios from which their favourite radio announcers present their 
radio shows and their favourite news readers read the latest news for them. 
 
In South Africa, there are three types of radio stations: 
• Commercial radio stations (which are not government funded); 
• Public Service radio station (which are partially government funded); and 
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• The subject of this research, community radio stations. 
 
1.9.5 Community radio stations 
A universally accepted definition of a community radio station is a radio station 
which is owned and operated by the community, for the community and of the 
community, to empower and unite the community (Writeshop.com; 2007). 
Zeeman (136:2006) states that according to Crisell (13:1994) and Crook 
(67:1999), one of the main advantages therefore, of community radio is its 
ability to deal immediately with the so called “trivial matters” that affect the 
community it serves as well as the real relationship it is capable of having with 
its listeners. 
 
 
1.10 AN OVERVIEW OF RELATED LITERATURE 
The survey of literature will be conducted by first introducing it, and thereafter, 
examining briefly what is meant by best practices; business models; operational 
effectiveness; performance measurement; sustainability and scanning of current 
operations. 
  
1.10.1  Introduction 
Radio remains the most efficient way to communicate in Africa. Since levels of 
literacy remain low, print media have only a tiny distribution by comparison. 
They are also limited to distribution in major cities and 80 percent of the African 
continent is largely rural (AMARC.org; 2007).  In South Africa, radio reaches 
more people than any other means of communication. There are an estimated 
10-million radio sets in South Africa, with listeners many times that number, 
broadcasting a range of programming from ultra-hip urban music to community 
news and information in the deep rural areas (Alexander; 2007). All eleven 
South African languages get radio air time, as well as German, Hindi, 
Portuguese and recently the San languages !Xu and Khwe, with stations falling 
into three broad categories: public service broadcasting, commercial, and 
community radio stations (SouthAfricaInfo.com; 2007) 
 
“I first experienced the value of community radio in the ALX FM studios just 
after it had begun broadcast in 1996. It was 1 o’clock in the afternoon, just after 
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the news. Suddenly the door to their studio was flung open and a distraught 
woman rushed in. “My little boy! I lost him at the corner of Selborne Street and 
6th Avenue! He’s wearing a blue jersey and a green cap. Please help me find 
him” The presenter immediately interrupted the music and broadcast the 
emergency message. Less than 10 minutes later a lady from the spaza shop 
brought him in. She has been listening to ALX FM and her shop was on 
Selborne. She looked out of her door and saw the little boy at once and quickly 
brought him to the station” (van Zyl, 7:2003). This is one of the many examples 
to illustrate how the ease of accessibility of a community radio station can make 
a difference in the lives of a community. 
 
It is therefore crucial that community radio stations become sustainable as they 
are vehicles for community development. While the issue of operational 
effectiveness and financial stability is paramount, it is also necessary for 
community radio stations to sustain themselves in other ways – a station that 
has enough funding, but not sufficient well produced quality programming, or 
one which is well resourced but cannot hold listeners, will not be able to sustain 
itself long (Bosch; 2007).  If a community radio station is to avoid these pitfalls, 
then it would have to adopt the broadcasting best practices. 
 
1.10.2  Best practices 
Best practice is a superior method or innovative practice that contributes to the 
improved performance of an organisation, usually recognised as “best” by other 
peer organisations. It implies accumulating and applying knowledge about what 
is working and not working in differently situations and context, including 
lessons learned and the continuing process of learning, feedback, reflection and 
analysis – what works, how and why (Visitask.com;  2008). 
 
Best practices have five key components, namely, best skills; best processes; 
best solutions; appropriate resources; and continuous improvement 
(Hypermedia.com; 2008). Community radio stations are non-profit 
organisations. According to (WCNwebsite.org; 2008), the best practices for 
managers and boards of non-profit organisations identify nine areas in which an 
organisation’s competence is critical for success, namely: 
• Governance (Management & Board); 
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• Human Resource Management; 
• Financial Management; 
• Strategic Planning; 
• Collaboratives/Partnerships; 
• Outcome and Quality Improvement; 
• Information Technology Management; 
• Fundraising; and 
• Marketing. 
 
According to Trenholme (2007), the radio best practices are divided into the 
following categories: 
• Programming; 
• News and Information Programming; 
• Recruitment, Hiring and Retention; 
• Internship and Mentoring; 
• Community and Industry outreach; 
• Internal communications. 
 
There are best practices which are important to South African community radio 
stations, namely, diversity and community participation.  According to Inman 
(12:2004), best practices are often expressed by way of business models. 
 
1.10.3  Business models  
Business models describe a broad range of informal and formal models that are 
used by enterprises to represent various aspects of business, including its 
purpose, offerings, strategies, infrastructure, organisational structures, trading 
practices, operational processes and policies  (Wikipedia.org; 2008).  
 
Osterwalder (2004) suggests nine building blocks of business models and their 
relationships as follows: 
 
Infrastructure 
• Core capabilities – the capabilities and competencies necessary to 
execute a company’s business model; 
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• Partner network – the business alliances which complement other 
aspects of the business model; 
• Value configuration – the rationale which makes a business mutually 
beneficial for a business and its customers. 
 
Offering 
• Value proposition – the products and services a business offers. 
 
Customers 
• Target customers – the target audience for a business’ products and 
services; 
• Distribution channel – the means by which a company delivers products 
and services to the customers. This include the company’s marketing 
and distribution strategy; 
• Customer relationship – the links a company establishes between itself 
and its different customer segments. The process of managing customer 
relationship is referred to as customer relationship management. 
 
Finances 
• Cost structure – the monetary consequences of the means employed in 
the business mode. A company’s DOC; 
• Revenue – the way a company makes money through a variety of 
revenue flows. A company’s income. 
 
Typically, business model innovation is understood in the context of the for-
profit sector (Gaze; 2008). When looking for new ways of being innovative, 
companies might find inspiration in the last place they would have expected: 
non-profit sector. Those tasked with running a non-profit organisation are forced 
to think differently in order to maximise the impact of those in need, while 
minimising overhead and direct costs related to providing a public service 
(Gaze; 2008). Smile Train is a non-profit organisation that provides free cleft lip 
and palate surgery for millions of poor children in developing countries. Smile 
Train managed to reduce the cost of a cleft surgery from $1,400 to $250 using a 
social business model (Gaze; 2008) 
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Likewise, a community radio station is a non-profit organisation providing a 
community broadcasting service. The use of a suitable business model by a 
community radio station may help it achieve operational effectiveness. 
 
1.10.4  Effectiveness  
Effectiveness is a measure of the match between stated goals and their 
achievements (Fraser, 104:1994).  For the purpose of this research study, 
operational effectiveness is a subject of interest. Van Ewyk (2008) quotes 
Michael E. Porter as saying “Operational effectiveness refers to any number of 
practices that allow an organisation to better utilize its inputs”. 
 
Challenges faced by community radio stations are managing of finances, 
revenue generation, managing of human resource and managing costs.  
Operational effectiveness can be achieved through cost reduction; finance 
effectiveness; operations effectiveness, human resource effectiveness, revenue 
growth and customer excellence (PriceWaterhouseCoopers.com; 2008). 
 
According to Porter (2003), managers must clearly distinguish operational 
effectiveness from strategy.  Both are essential, but the two agendas are 
different. The operational agenda involves improvement everywhere and there 
are no trade-offs. Failure to do so creates vulnerability even to companies with 
a good strategy. The operational agenda is a proper place for constant change, 
flexibility, and relentless effort to achieve best practice. 
 
One of the best practices of a community radio station is a strict adherence to 
its vision and mission. According to Hearn (2008), effectiveness involves 
achieving your worthwhile goals that support your vision and mission. The 
success a community radio station in increasing its operational effectiveness 
can be evaluated by performance measurement. 
 
1.10.5  Performance measurement  
Organisational control is a process whereby an organisation ensures that it is 
pursuing strategies and actions that will enable it to achieve its goals (Shaw; 
1999). The measurement of performance is central to control. After the 
business model is developed and applied, the performance of the community 
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radio station should be monitored, evaluated and measured. When measuring 
performance, it is important to know how and how often to measure it (Mosely, 
Megginson & Pietri, 301:1997). 
 
As to the selection of a range of performance measures which are appropriate 
to a particular company, this selection ought to be made in the light of the 
company’s strategic intentions which will have been formed to suit the 
competitive environment in which it operates and the kind of business that it is 
(Shaw, 1999). Performance must be monitored constantly (Mosely et.al, 1997). 
 
Boardsource.com (2008) states that some of the basic responsibilities of a 
community organisation board are to: 
• Provide financial oversight by approving annual budget and ensure that 
proper financial controls are in place; 
• Ensure adherence to legal standards and ethical norms; 
• Select a chief executive and asses his/her performance; 
• Determine and monitor the effectiveness of the organisation’s programs 
and services in order to ensure that they are consistent with the 
organisations’ mission. 
 
The chief executive of an organisation monitors the performance of functional 
managers and the functional managers prepare their own performance 
indicators within their units or departments (Shaw; 2008). The performance 
indicators will either be financial or non-financial. If the performance of a 
community radio station is constantly being improved, then this might help to 
ensure the station’s sustainability. 
 
1.10.6  Sustainability  
Sustainability relates to the continuity of economic, social, institutional and 
environmental aspects of human society, as well as the non-human 
environment (Wikipedia.org; 2008). The United Nations has declared a Decade 
of Education for sustainable development starting in January of 2005 
(Wikipedia.org; 2008). Ensuring that the development projects are sustainable 
can reduce the likelihood of them collapsing; it also reduces the financial cost of 
development projects and the subsequent social problems, such as 
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dependence of the stakeholders on external donors and their resources 
(Wikipedia.org; 2008). Financial sustainability is very important for a community 
radio station.  
 
A number of principles are embedded in most charters or action programmes to 
achieve sustainability. According to Hargroves & Smith (2005), these include a 
need for good governance and commitment to best practices. The sustainability 
of on organisation might require the organisation to modify the way it does 
business. The starting point in achieving this is by scanning the current 
operations. For the purpose of this research study, knowing the people who 
deal with current policies and operations in an organisation might assist with the 
research design. 
  
 
1.11  RESEARCH DESIGN 
Research design constitutes the blue print for collection, measurement and 
analysis of data; it is a plan and structure of investigation so conceived as to 
obtain answers to research questions (Cooper & Emroy, 14:1995). A single 
case study where semi-structured interviews will be conducted will be the 
research methodology. 
 
1.11.1 Research methodology 
Research methodology is a foundation of any research project, as it directs the 
entire research endeavour (Leedy, 4:1997). In order to solve the main problem 
and sub-problems, a literature review will be done and an empirical study will be 
undertaken. 
 
1.11.2 Literature review 
The researcher must review the literature to become familiar with existing 
published work. Such efforts allow the researcher to ensure that their research 
questions have not been previously answered, identify gaps in the literature and 
note possible research methods for their own studies (Passmore, Dobbie, 
Parchman & Tysinger, 286:2002). The literature review will identify previous 
research that has been done on community broadcasting services and business 
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models. From this, a theoretical business model will be deconstructed for a 
community radio station. 
 
1.11.3 Empirical study 
The empirical study consists of: 
 
(a) Interview questions 
Questions will form a basis of gathering information by being asked during 
semi-structured interviews. All questions will be prepared before hand in the 
form of an interview schedule. 
 
(b) Semi-structured interviews 
Semi-structured interviews will be conducted with the operations manager (who 
is also responsible for marketing and financial management), the programmes 
manager and a board member. 
 
(c) Measuring instrument 
The semi-structured interviews will be recorded and findings written as a 
narrative. The objective here is to determine how the community radio station 
conducts its operations currently. 
 
(d) Sample 
The sample will consist of a Kingfisher FM, a community radio station operating 
within the Nelson Mandela Metropole and this community radio station will be 
the subject of the case study. 
 
(e) Development of a business model for a community radio station 
The findings of the literature review and the narrative will be combined to revise 
the theoretical business model for a community radio station which was 
constructed from the literature review. The revised business model will be the 
suitable model that has been developed for a community radio station with the 
view to achieve operational effectiveness and ensure sustainability.  
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1.12 OUTLINE OF THE RESEARCH 
The research is planned to include the following chapters: 
Chapter 1 : Introduction to the main problem 
Chapter 2 : Broadcasting and Community Radio Stations 
Chapter 3 : Business Models 
Chapter 4 : Research Design and Methodology 
Chapter 5 : Results: Presentation and Discussions 
Chapter 6 : Conclusion and Recommendations 
 
 
1.13 CONCLUSION 
This chapter covered an introduction to community radio stations, providing a 
broadcasting service, the purpose and the significance of the research. The 
main problem and sub-problems to be addressed by the research were 
described as well as a brief overview of related literature. A brief discussion of 
the research methodology was given. The outline of the research was given by 
listing the research chapters and their titles. 
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CHAPTER 2 
                   BROADCASTING AND COMMUNITY RADIO STATIONS 
 
2.1 INTRODUCTION 
Chapter two will deal with the history of broadcasting; broadcasting in South 
Africa; Community broadcasting; community sound broadcasting legislation; 
governance and management of community radio stations; as well as services 
and products of community radio stations. 
 
 
2.2  HISTORY OF BROADCASTING 
The history of broadcasting has led most people to think that broadcasting 
began with Gugliemo Marconi in 1895. However, there were several 
antecedents to Marconi. Some suggest that the term “broadcast” comes from 
“broadcasting” seeds on a farm, in that the seeds would be spread in all 
directions (Mishkind; 2006).  The history of broadcasting differs from one 
country to the next. 
 
In the United States of America, one of the first signals of significant power that 
carried voice and music was accomplished in 1906 by Reginald Fesseden when 
he made a Christmas Eve broadcast to ships at sea from Massachusetts 
(Wikipedia.org; 2008). The National Broadcasting Company (NBC) began 
regular broadcasts in 1926 with telephone links between New York and other 
eastern cities. The Columbia Broadcasting System (CBS) began to broadcast in 
1927 under the guidance of William S. Paley. The Supreme Court decision of 
1943, in National Broadcasting Co. v. United States required NBC to divest. 
This established the framework that the scarcity of radio-frequency meant that 
broadcasting was subject to greater regulation than other media. The division of 
NBC became American Broadcasting Company (ABC) (Wikipedia.org; 2008). 
 
In the 1920’s there were about 250 000 amateur radio enthusiasts in Britain, 
who had annual licence fees imposed upon them by the British Government. In 
the same year, the first advertised public broadcast programme was done from 
the Marconi works in Chelmsford and was a song recital by Dame Nellie Melba 
(Sterlingtimes.co.uk; 2008). Thereafter, twice daily experimental programmes 
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were broadcasts from Chelmsford. In 1921, regular programmes started from 
The Strand and other radio stations were set up in Birmingham and 
Manchester. In 1922, broadcasts commenced from Marconi House in London 
and the British Broadcasting Company (BBC) was formed by Marconi and five 
other companies (Sterlingtimes.co.uk; 2008). The first commercial broadcast in 
Britain was done in 1925 by Radio Paris in France from the Eiffel Tower, the 
presenter was Captain L.F. Plugge and the broadcast was in English. In 1926 
the British Government decided to control all broadcasting and the British 
Broadcasting Corporation was formed (Sterlingtimes.co.uk; 2008). South Africa 
was a colony of Britain, therefore, it is believed by many, that British 
broadcasting led to the start of broadcasting in South Africa. 
 
 
2.3 BROADCASTING IN SOUTH AFRICA 
The first station in South Africa was put up by the South African Railways in 
Johannesburg on the 29th of December in 1923 (Mishkind; 2006). The Scientific 
and Technical Club in Johannesburg took over on the 1st of July in 1924. The 
Cape and Peninsula Broadcasting Association started a similar service in Cape 
Town, on 15th of September in 1924. The Durban organisation began 
broadcasting on 10th December in 1924. Financial support came from listeners’ 
licences (Mishkind; 2006).  
 
The three organisations covered a limited area as each was functioning 
separately. The revenue from listeners’ licences was low, with the result that 
these enterprises did not pay (Mishkind; 2006).  That was the reason why the 
financially stronger Schlesinger organisation, with the permission of the 
government, formed the African Broadcasting Company on 1st April in 1927, in 
which the three broadcasting organisations were incorporated (Mishkind; 2006). 
This new organisation had the sole rights of broadcasting, so Hertzog ordered 
an inquiry into all aspects of broadcasting. Thus the South African Broadcasting 
Corporation (SABC) was created under Act No.22 of 1936, in which it was 
stipulated that broadcasts should be made in Afrikaans within the following year 
(up to then programs had been presented in English only) (Mishkind; 2006). 
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On the 1st of May in 1950, the third program service, Springbok Radio, was 
introduced. It was probably the most popular of all the SABC services, but 
following the appeal of TV in the late 1970’s and the resulting loss of revenue, 
its audience steadily declined and the station closed at the end of 1985, despite 
protests from many loyal listeners (Mishkind; 2006). Meanwhile, a broadcasting 
service for black South Africans had become necessary, and on 1st August in 
1952, the Rediffusion Service which relayed the African language broadcasts 
was established. Broadcasts were made in Southern Sotho, Zulu and Xhosa to 
Soweto near Johannesburg. This gave rise to the formation of Radio Bantu on 
the 1st of June in 1960 (Mishkind; 2006). 
 
On the 25th of December in 1961, the first frequency modulation (FM) 
transmissions were done, when the Afrikaans, English and Springbok Radio 
Services could be heard crystal clear for the first time (Erasmus; 2004). From 
the 1st of June in 1962, Radio Setswana and Radio Lebowa made broadcasts in 
Tswana and North Sotho from Pretoria. This was followed on the 1st of January 
in 1963 by a Zulu broadcast from Durban, and from the 1st of June in 1963 by 
the Xhosa broadcast from Grahamstown. On the 1st of September in 1964, the 
first regional radio service, radio Highveld started broadcasting from 
Johannesburg to the greater Transvaal, Orange Free State and Northern Cape 
areas started broadcasting on FM (Erasmus; 2004).  
 
In February 1965, Radio Venda and Radio Tsonga made broadcasts in Venda 
and Tsonga from the studios in Johannesburg and transmitted from transmitters 
in the Northern Transvaal province. The second regional service, Radio Good 
Hope started broadcasting from Cape Town to the Western and Eastern Cape 
on the 1st of July in 1965 (Erasmus; 2004). On the 1st of May in 1966, Radio 
RSA started to broadcast news and programmes in Afrikaans, English, Dutch, 
German, Portuguese, French and Swahili. The SABC launched the country’s 
first TV service, TV 1, officially on the 5th of January in 1976. On the 1st of April 
in 1982, Radio Ndebele was launched and the first Indian service, Radio Lotus 
was introduced on the 8th of January in 1983. Between 1982 and 1985, the 
SABC expanded the television services, TV 2 broadcast in Xhosa and Zulu, TV 
3 broadcast in Sesotho languages. On the 31st of December in 1985, the 
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Afrikaanse Diens, the English Service and Springbok Radio closed down 
(Erasmus; 2004). 
 
Prior to the advent of constitutional democracy in South Africa in 1994, 
broadcasting was primarily regulated by the Broadcasting Act No. 73 of 1976 
(NAB; 2001). The effect of this legislation’s provision was government’s 
exclusive control over the formulation of broadcasting policy and regulation of 
broadcasting. The government also had exclusive rights over provision of 
broadcasting services through the SABC (NAB; 2001).  However, through 
changes in legislation and regulatory framework, the monopoly of broadcasting 
services by the government came to an end. There are currently three 
categories of broadcasting services in South Africa, namely, public 
broadcasting; commercial broadcasting and community broadcasting (NAB; 
2001). The South African broadcasting industry is controlled by broadcasting 
regulation.  
 
2.3.1 Broadcasting Regulation 
Shortly after South Africa’s first elections, the Independent Broadcasting 
Authority (IBA) came into being (NAB; 2001). It was tasked with regulating the 
country’s broadcasting industry, which previously was under the direct control of 
the government’s Department of Home Affairs. In granting the IBA its public 
interest mandate and powers, enunciated in Sections 2, 28 and 78 of the IBA 
Act No.153 of 1993, it proclaimed a new system of regulating broadcasting in 
South Africa (NAB; 2001). 
 
The IBA Act was replaced by the ICASA Act No.13 of 2000, which established 
ICASA in June 2000 (NAB; 2001). Icasa has given troubled Jozi FM an 
ultimatum to hold an annual general meeting (AGM) within 45 days of face 
drastic action from the regulatory body (Mdakane; 2007). The regulation of the 
South African broadcasting industry is governed by broadcasting legislation. 
 
2.3.2 Broadcasting Legislation 
The Independent Broadcasting Act No.153 of 1993 (the IBA Act), established 
the IBA on the 30th of March in 1994 (NAB; 2001).  The IBA was granted a 
pubic interest mandate and powers.  In 1999, the South African government 
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introduced the Broadcasting Act No.4 of 1999, which placed the hearing and 
enforcement functions and processes in a single body, namely, the Complaints 
and Compliance Committee (CCC) and powers of inspectors were increased 
and their functions clarified (NAB;  2001).  
 
Broadcasting services are required to be licensed in terms of the Electronic 
Communications Act 36 of 2005. Such services are licensed separately from 
electronic communications services (BowmanGilfillanAttorneys.com; 2001). The 
broadcasting legislation facilitated the ownership and control of broadcasting 
services by persons from historically disadvantaged groups; as a result, BEE 
companies are now major role players in commercial broadcasting. 
 
2.3.3 Commercial Broadcasting 
Commercial broadcasting provides programmes designed primarily for profit 
from advertising revenue and is owned and controlled by private individuals, or 
by commercial enterprises (Fraser & Estrada, 3: 2001). According to NAB 
(2001), prior to 1994, there were only three commercial sound services, namely, 
Radio 702, Capital FM and M-Net. In 1996, the regulator privatised 6 lucrative 
radio stations, namely, Highveld Stereo (Gauteng); Jacaranda FM (Gauteng); 
East Coast Radio (Kwa-Zulu Natal); K-FM (Western Cape); Algoa FM (Eastern 
Cape) and OFM (Free State). There were 8 commercial radio stations which 
were awarded commercial radio licences in 1996, namely, P4 (Cape Town and 
Durban); Y-FM (Gauteng); Kaya FM (Gauteng); Cape Talk (Cape Town); 
Classic FM (Gauteng) and Punt (Cape Town and Durban). The latter closed in 
2000, due to financial difficulties (NAB; 2001).  
 
In 1998, South Africa’s first free-to-air television channel, e-tv, was licensed and 
was mandated to carry 45 percent local content. Midi TV (Pty) Ltd owns e-tv. In 
2007, three new commercial broadcasting licences for secondary commercial 
markets were awarded to Capricorn FM in Limpompo, M-Power Radio in 
Mpumalanga and Radio North West in the North West Province (NAB; 2001). 
Electronic Media Network Ltd (M-Net) holds a private terrestrial subscription 
broadcasting service licence, authorising it to provide national pay television 
services. MIH Holdings Limited through MultiChoice Africa operates a 
subscription satellite broadcasting service, DSTV 
 25 
(BowmanGilfillanAttorneys.co.za; 2008). Although commercial broadcasting has 
grown in the past years, it still does not enjoy a complete national coverage like 
public broadcasting. 
 
2.3.4 Public Broadcasting 
Public broadcasting in South Africa is mandated to the SABC through the 
Broadcasting Act No.4 of 1999. Public broadcasting is generally conducted by a 
statutory entity, which is usually a state-supported or state-owned corporation 
(Fraser & Estrada, 3: 2001).  
 
An Act of parliament is passed to promote quality public service broadcasting 
and the free flow of information in the public interest. South Africa’s public 
broadcaster, the SABC, currently holds a public free-to-air broadcasting service 
licence, authorising it to provide four television channels, namely, SABC1; 
SABC2; SABC3 and SABC Africa (BowmanGilfillanAttorneys.com;  2008).  
 
The SABC’s national radio network comprises 18 radio stations which, 
combined, broadcast in all South Africa’s 11 official languages. They are: X-K 
fm broadcasting in !Xu and Khwe; Umhlobo Wenene FM broadcasting in Xhosa; 
Ukhozi FM broadcasting in Zulu; Thobela FM broadcasting in Sepedi; SAfm 
broadcasting in English; RSG broadcasting in Afrikaans; Radio 2000 
broadcasting in English; Phalaphala FM broadcasting in Tshivenda; Munghaa 
Lonene FM broadcasting in xiTsonga ; Motsweding FM broadcasting in 
Setswana; Lotus FM broadcasting in English; Ligwalgwala FM broadcasting in 
siSwati; Lesedi FM broadcasting in seSotho; Ikwekwezi FM broadcasting in 
Ndebele; CKI FM broadcasting in Xhosa and English; Good Hope FM 
broadcasting in English; 5FM Music broadcasting in English; and Metro FM 
broadcasting in English (SABC.co.za; 2008).  
 
The mandate of the SABC, with regards to the public broadcasting service it 
provides, is that it must make broadcasting services available to South Africans 
in all the official languages (gov.za.org; 2008). Fraser & Estrada (3: 2001) state 
that there are similarities between a public broadcaster and a community 
broadcaster as issues of  national interest are catered for by public 
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broadcasting and issues of  local community interest are catered for by 
community broadcasting. 
 
 
2.4 COMMUNITY BROADCASTING 
Community broadcasting is a non-profit service that is owned and managed by 
a particular community usually through a trust, foundation, or association. Its 
aim is to serve and benefit that community (Fraser & Estrada, 3: 2001). In 1985, 
there were fewer than 10 independent radio stations in all of Africa. The rapid 
and profound political and social change that followed in the next decade, led to 
the mushrooming of hundreds of independent and community radio stations 
throughout Africa. The first form of community radio was Homa Bay Community 
Radio Station in the western part of Kenya in 1982. Today, in the SADC region, 
major developments have taken place in Mozambique, Namibia and Zambia 
where a number of community radio stations have been established (Ntab; 
2000). 
 
Community radio stations are operated in the community, for the community, 
about the community and by the community. Philosophically, there are two 
distinct approaches to community radio, although the models are not 
necessarily mutually exclusive. One stresses service or community model – 
focused on what the community radio station can do for the community. The 
other stresses involvement and participation. Within the service model localism 
is often prized and within participatory model, the participation of the community 
in producing content is seen as a good in itself (Bekken; 2007). 
 
A key element that distinguishes community radio stations from commercial 
radio stations is the aspect of participatory social development. The people in 
the community are a community radio station’s most important resource and 
community participation in a community radio station gives people a chance to 
develop themselves. Community radio is developmental because it addresses 
issues of development in the community. Community radio operators around 
the world are more interested in the development of their communities than they 
are in making profit (Perkins, 13:2000). 
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The communities to be developed can be territorial or geographical – a 
township, village, district or island. It can also be a group of people with 
common interests, who are not necessarily living in one defined territory 
(Tabing, 11:2000). Community radio stations differ in the programming which 
they offer but they share very similar principles. Each station is a non-profit 
organisation and should be: 
• Available to the community residents so that they can participate in the 
programmes, express their needs or discuss issues of interest relating to 
their own community; 
• Accessible so that community members can reach the station and benefit 
from it, it should be based within the community it is serving and 
community members should have equal access to the station; 
• Acceptable and cater for everybody in the community, it should be 
sensitive, and respect the languages, traditions, beliefs and cultures of 
the community; 
• Accountable to the community that it serves; 
• Affordable, in a sense that, people should be allowed to contribute what 
they can afford to help sustain the station (Urgoiti, 10:1999). 
 
Community broadcasting is governed by community sound broadcasting 
legislation. 
 
 
2.5 COMMUNITY SOUND BROADCASTING LEGISLATION 
The IBA Act places the community as the central element used by the Authority 
to determine whether a proposed community radio station should be granted a 
licence or not. According to ICASA (2005), the Authority is obliged to take into 
account whether the applicant: 
• Proposes to serve the interests of the relevant community; 
• Has the support of the relevant community; 
• Has the support of those associated with or promoting the interest of the 
relevant community; 
• Proposes to encourage the members of the relevant community to 
participate in the selection and provision of programmes to be broadcast 
in that proposed community radio station; 
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• Proposes to encourage those associated with or promoting the interest 
the members of the relevant community to participate in the selection 
and provision of programmes to be broadcast in that proposed 
community radio station. 
 
According to Fine and Fairbairn (57:1999), the IBA Act No. 153 of 1993 covers 
two types of community radio stations: 
• stations serving a geographical community; and 
• stations serving a community of interest, including 
- Institutional communities (universities, for example  Unitra 
Community Radio in Umtata); 
- Religious communities (Christian listeners, for example Kingfisher 
FM in Port Elizabeth); 
- Cultural communities (Greek listeners, for example Radio Pan 
Hellenic in Johannesburg). 
 
The Broadcasting Act states that: 
• The licence of a community broadcasting service must be held by a 
licensee (that is a non-profit broadcasting entity); 
• The licensee must be managed and controlled by a board which must be 
democratically elected, from the members of the community in the 
licensed geographical area (ICASA; 2005).  
Broadcasting legislation is meant to enforce good governance of community 
radio stations. 
 
 
2.6 GOVERNANCE OF COMMUNITY RADIO STATIONS 
The critical role of non-profit organisations, like community radio stations, in 
democratic society underscores the importance of knowing how to form, govern 
and manage these organisations (MNCN.com; 2008).  The King Commission on 
Corporate Governance identified seven primary characteristics of good 
governance, namely: discipline; transparency; independence; accountability; 
responsibility; fairness and social responsibility (ICASA; 2005). 
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According to Icasa (2005), the King Report 2000 is more applicable to profit 
making commercial radio stations, but can be observed by community radio 
stations as it provides a set of tools to run such organisations successfully 
(ICASA; 2005). Moreover, unlike commercial radio stations, community radio 
stations exist for the common good. They do not exist to make profit for their 
owners. Thus, one has to be careful that when decisions are made, they reflect 
what is good for the community radio station, or the community the station is 
serving.  Community radio stations exist to serve the needs of the community 
(ICASA; 2005). The community is better served by being consulted on a regular 
basis about their needs. However, it is impossible to meet and consult with the 
entire community everyday. The community can, however, appoint a group of 
people to be their representatives in the community radio station. This group of 
people is called the board (Perkins, 63:2000).  
 
2.6.1 The board 
The board is guided by the constitution of a community radio station which 
contains the following information: 
• Mission statement of a community radio station; 
• The legal structure of a community radio station; 
• Aims and objectives of a community radio station; 
• The board of a community radio station; 
• The management of a community radio station; 
• The operational structure of a community radio station; and 
• The services of a community radio station (Perkins, 161:2000). 
 
The mission statement defines the purpose for the station. Aims and objectives 
describe how the community radio station intends to achieve its mission. A legal 
structure states the nature of a community radio station, which could be, a 
voluntary association; a Section 21 company; or a Trust. The board is appointed 
democratically, by the community, in a public process (Perkins, 161:2000; Fine, 
41:1999). Normally, the board consists of the board chair, board secretary, 
board treasurer and additional board members. The board chair has the overall 
function of making sure the board functions effectively and builds a cooperative 
working relationship with the station manager. The board secretary is 
responsible for all board records, minutes and correspondence. The board 
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treasurer is responsible for monitoring the station’s finances. The additional 
board members, as representatives of the public, should ensure that the station 
realises its mission of service to the community (Siemering, 35-53:1999). 
 
The board has to be fully representative of the community that is served by the 
community radio station. According to Tabing (27:2000), the composition of the 
board is based on representation by the principal sectors of the community such 
as the following: business groups; church sectors; civic organisations (notably 
NGOs); education sector; labour groups; senior citizens; women and youth. The 
board must be effective (Fine, 41:1999). The calibre of the people who are 
board members is important in promoting the effectiveness of the board 
(Tabing, 28:2000). The board is responsible for developing policies for the 
community radio station and solving problems within the station. The board has 
a legal responsibility of looking after the interests of the government in the 
station. 
 
The board is governed by the Companies Act which enforces duties of loyalty 
and care on it. The duty of loyalty requires the board members not to have a 
conflict of interest by using their position in the board to influence decisions out 
of which they may benefit financially. The duty of care requires that the board 
members should do everything in their power to always act in good faith for the 
community radio station’s interest (Perkins, 64-64:2000). According to ICASA 
(2005), the board appoints the individuals within the station management. 
 
2.6.2 Management 
The concept of community radio is that community itself should be in overall 
control. Obviously, however the whole community cannot be involved all the 
time. Therefore, some sort of management body needs to be formed (Fraser & 
Estrada, 51:2001). 
 
The board appoints a station manager. The station manager, in turn, appoints 
the rest of the staff. The station manager, not the board, controls the day-to-day 
activities of the station. The station manager is accountable to and reports to 
the board (Ashwin, 166:1999; van Zyl, 36-37:2003). The station manager 
ensures compliance with all the station’s policies, broadcasting regulations and 
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license conditions (Perkins, 64:2000). A station needs a good, matured leader 
with good people skills (van Zyl, 35:2003). The rest of the management team of 
a community radio station ideally consists of the programmes manager, an 
administrator, sales and marketing manager, the news editor and the technical 
manager.  
 
These management staff all are accountable to and report to the station 
manager. In some smaller community radio stations some employees may 
perform dual roles due to lack of financial resources. The programmes manager 
heads the programming department (van Zyl, 40:2003). The administrator is 
responsible for the day-to-day running of the station’s office, including 
procurement of stationary and all supplies for the office (Perkins, 52:2000; van 
Zyl, 46:2003). The sales and marketing manager coordinates all the activities of 
the Sales and Marketing department (Ashwin, 167:1999).  The News Editor 
takes overall responsibility for the station’s news (Lloyd, 101:1999). The 
technical manager, who ideally is a technical/ sound engineer, is responsible for 
all the equipment and the studio (van Zyl, 51:2003). The collective duty of the 
management team is to ensure an effective conducting of operations of 
community radio stations. 
 
 
2.7 OPERATIONS OF COMMUNITY RADIO STATIONS 
A stable operational structure assists an organisation in determining clear 
operational processes, leading to sustainability within the organisation (ICASA; 
2005). A community radio station should, ideally, have an operational plan 
which explains many things about the way the station works. An operational 
plan covers the seven areas of operations in the station, namely: Sales and 
Marketing Department; Administration Department; Financial Management;  
Programming Department;  Music Department, Production Department and 
Technical Department. 
 
2.7.1 Sales and Marketing Department 
To stay alive, all community radio stations need to make a surplus. The ultimate 
goal of any community radio station is to become self-sufficient in order to pay 
for equipment, upgrades, outside broadcasts and staff. A community radio must 
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sell its products and services to make money.  Nothing can be sustained over a 
significant period of time without the sales input. The sales team will consist of 
sales administrator and the sales representatives (Ashwin, 165-167:1999). The 
marketing department promotes the station and its image to the public.  This is 
known as the station’s brand identity. This department also generates the 
station’s corporate identity (van Zyl, 48:2003). 
 
The sales department is responsible for the station’s sales. The sales 
administrator is responsible for all the administrative duties of the sales 
department, including invoicing advertisers (Ashwin, 169:1999). Many 
community radio stations combine the sales department and the marketing 
department into one department called Sales and Marketing department. 
According to ICASA (2005), the inability of some community radio stations to 
market themselves properly has resulted in them encountering great difficulty in 
acquiring sufficient income to meet the financial needs of the station.  
 
It is the duty of the marketing team members to promote the station amongst 
the community and potential funders (Ashwin, 169-170: 1999). They should be 
good at networking and must create good contacts for the station. They must be 
able to persuade people to buy the services and products of the station. The 
marketing team also coordinates the branding of the station. The marketers also 
handle the public relations and promotions for the station.  Functions are 
organised so that the community can participate and come closer to 
management and presenters. Some of the promotional opportunities are 
outside broadcasts, outdoor banners and billboards, stickers and strong on-air 
branding (Ashwin, 170-172:1999). Sales and Marketing Department is assisted 
in some of its administrative duties by the Administration Department. 
 
2.7.2 Administration Department 
It is the administration department that helps keep the radio station going. It 
helps to ensure that the day-to-day functions of the station run smoothly, and 
provides back-up services for other departments of the station (van Zyl, 
45:2003). The administrator, bookkeeper and a human resource officer form 
part of the administration. However, most community radio stations could never 
afford to employ all these people. The administrator might also be a receptionist 
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and a bookkeeper.  The bookkeeper might be someone from outside and this 
happens when the administrator does not have much experience in 
bookkeeping or accounting (van Zyl, 46:2003). 
 
The human resource officer works with staff and volunteers. The use of 
volunteers is another form of community participation. The human resource 
handles employees’ and volunteers’ employment contracts. The station 
managers organises training for staff in consultation with the human resource 
officer (Perkins, 53-54:2000). To facilitate the inflow of revenue to a community 
radio station, the administration department should work closely with the finance 
department. 
 
2.7.3 Finance  Department 
A financial analysis conducted on community sound broadcasting finances 
indicates that the bulk of a community sound broadcasting station’s revenue is 
derived from advertising, grants and donations received, whereas the major 
expenditure items were found to be salaries, rent, depreciation (of assets), 
telephone and faxes. Financial management and transparency of financial 
processes is highly important in non-governmental and community based 
organisation (ICASA; 2005).  
 
An official cashier should be appointed who should keep an official record book 
of detailed financial transactions of the radio station, particularly the receipts 
and disbursements. This record book should be available to everybody at the 
station at all times for review and/or checking. Every transaction should 
immediately be recorded. Only the cashier should be allowed to make 
payments, with the written approval by the station manager, using the official 
vouchers intended for this purpose. Only authorised personnel or 
representatives may solicit, and/or accept money on behalf of the community 
radio station (Tabing, 35:2000). 
 
A community radio station should designate a treasurer who should open a 
bank account for the safekeeping and disbursement of its financial resources. 
The choice of a bank should be made in conjunction with the station manager. 
Two signatures should be required for the withdrawal of funds from the bank 
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account. (Fraser & Estrada, 69:2001). Major sources of funds are advertising, 
sponsorships, grants and donations. Other lesser common sources of funds are 
community membership or subscriptions fees, promotions and events. (Perkins, 
113:2000). All funds, grants, earnings, collections and other income should be 
remitted to the designated treasurer as soon as possible and never later than 
24 hours after being received. Any personnel who keep funds for longer should 
be considered to have misappropriated them and be disciplined by the station 
accordingly. Full records of petty cash expenditures and replenishments should 
be kept (Fraser & Estrada, 69:2001). 
 
The community should be kept informed, at regular intervals, of the financial 
state of their community radio station, and also have the right to ask for related 
information at any time (Fraser & Estrada, 69:2001). Only the board may 
approve allocations for operational expenses. The board should approve 
allotment outside the regular budget and routine expenses.  A financial 
committee of three persons may be created by the board to undertake and 
approve major disbursements on behalf of the board. Such disbursements 
would have to be reported to the board on the first occasion of a meeting. An 
external auditor may be appointed by the board to look into the manner by 
which the finances and record of the station are managed (Tabing, 36:2000).  
 
According to ICASA (2005), in accordance to the requirements set for Section 
21 Companies Act, community sound broadcasting stations should be required 
to provide properly audited financial statements audited internally and by 
external auditors. A financial statement should be presented by the treasure at 
every regular meeting of the board or after every two months of operation if the 
board meeting happens to be less frequent than two months. The Broadcasting 
Act indicates that all surplus funds derived from the running of a community 
broadcasting station must be invested for the benefit of the community which 
owns that community radio station. Without finances, it would be difficult to have 
an effective programming department (ICASA; 2005). 
 
2.7.4 Programming Department 
Programming department is headed by the programmes manager. 
Programming in a community radio station differs from programming in a 
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commercial radio station because programmes in a community radio station are 
controlled and produced by the community which it serves.  A community radio 
that serves a geographical community might be serving communities of different 
cultures and languages. According to ICASA (2005), the Authority has always 
encouraged the use of different local languages in the community broadcasting 
services, particularly to enhance communication within and among 
communities. 
 
The Broadcasting Act provides that the programming provided by a community 
broadcasting service must reflect the needs of the people in the community 
which must include amongst others cultural, religious, language and 
geographical needs (ICASA; 2005). Some community radio stations organise 
their listeners into groups. These groups can be organised around similar 
interests or physical closeness (Perkins, 78:2000). These listeners groups or 
clubs will meet occasionally and the input from the community will be obtained. 
This information would be a basis for deciding on programme content, format, 
and scheduling of programmes at times that best suit the various segments of 
the community  (Fraser & Estrada, 58:2001). 
 
The programming format that is used by most community radio stations in 
South Africa is called the script schedule. All programmes should be recorded. 
Nkqubela Community radio station violated Clause 11.6 of licencing conditions 
by submitting programme recordings which were blank (ICASA; 2007). Many 
community radio stations in South Africa have developed a schedule that uses 
music as the basis of a programme, with information in between (Siemering, 
91:1999). The music of the station  is provided by the music department.  
 
2.7.5 Music department 
The music department consists of a compiler and a librarian. All music that is 
played on air is scheduled by a music compiler. A music compiler sets the 
music play lists for every programme that will be broadcast (Siemering, 
97:1999). The play list is a simple list with track numbers and CD numbers, 
music titles, artist information and the order in which every song should be 
played. The play list maintains control over the type of music being broadcast 
on a community radio station. The librarian is a custodian of the music library of 
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a community radio station. He/she catalogues all music according to its genre 
(for example, R&B, jazz, gospel or kwaito) and assigns every compact disc a 
reference number (van Zyl, 44:2003). 
 
Music preferences of different sectors of the community should be catered for in 
a community radio station. Kwaito and popular music might appeal to the youth 
but gospel music might have more appeal to religious groups. An early morning 
programme should include upbeat music (Fairbairn & Valentine, 125:1999). It is 
also customary for producers to use snippets of music to denote a program’s 
beginning or ending. Music can be played as a link in a radio drama. These 
snatches of music can be used to indicate the shifting of subject, time, location 
or setting in a radio drama (Tabing, 44:2000). Almost all music that is available 
on record, tape or CD is owned by copyright. Community radio stations should 
log all copyrighted songs that are broadcast.  A fee for using copyrighted music 
should be paid to the South African Music Rights Organisation (SAMRO), an 
organisation which administers copyright over music in South Africa (Siemering, 
98:1999). 
 
The IBA Act requires that all sound broadcasters must play their part in 
developing South African music and talent, as well as the local music industry. 
Any radio station which devotes more than 15percent of airtime to playing music 
must ensure that a minimum of 40percent of that music is of South African 
origin. A community radio station should promote music which is performed by 
musicians from the community it serves (Siemering, 97:1999). Musicians from 
the community should record their music with the assistance of the production 
department. 
 
2.7.6 Production department 
The production department is run by producers who are responsible for the 
production of all the stations programmes, news and recordings (Siemering, 
98:1999). In the heart of production department is a production studio. It is used 
to pre-record programmes which will be broadcast alone or as inserts for a live 
programme. Community drama clubs can record their plays in the production 
studio and get them broadcast in the community radio station (Siemering, 
98:1999). However, very few community radio stations have fully functioning 
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production studios. Thus, unable to produce their own features, they take up 
free offers from production houses like ABC Ulwazi (Siemering, 98:1999). 
 
Live radio is what community radio does best. Live programmes require 
production and creative skills (van Zyl, 74-75:2003). Live prime-time 
programmes like the breakfast show and the afternoon drive should ideally have 
a producer in the studio with the presenter, to ensure a quality programme. The 
production department can be of great assistance to the Sales Department by 
producing commercials and charge a set fee for any work commissioned. These 
can be straight advertisements or even sponsored programmes (Ashwin, 
174:1999).  Broadcasts done remotely, not from the studios of a community 
radio station, are called outside broadcasts. They require good production and 
technical skills. Their success depends on a collaborative effort between the 
production department and the technical department. 
 
2.7.7 Technical Department 
The technical department makes sure that all the equipment and studio are in 
proper working order, that the equipment is kept clean and serviced regularly, 
and the station remains on air. Many stations have one person with some basic 
technical training, but send equipment to professionals for service and repair, 
and also call in professionals to deal with studio maintenance (van Zyl, 
51:2003).  
 
The technical department under the leadership of the technical manager should 
ensure that the technology of a community radio station is reliable.  Fraser and 
Estrada (51:2001) state that many community broadcasters have already 
invested in digital systems for broadcasting and production. The technical 
department determines the position of the antenna and transmitter. According to 
Tabing (17:2000), the distance that the signal of an FM transmitter can reach is 
dependent on the following factors: 
• Power of the transmitter; 
• Efficiency of the transmitter; 
• Terrain of the community; and  
• Atmospheric conditions. 
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2.8 SERVICES AND PRODUCTS OF COMMUNITY RADIO  
A community radio station provides broadcasting services to the community it 
serves. It broadcasts community news, current affairs and drama. It also 
organises community outreach programmes. Some community radio stations 
make additional revenue by selling promotional merchandise. However, the 
primary objective of a community radio station is the broadcasting of community 
radio programmes. 
 
2.8.1 Community Radio programmes 
The community radio station broadcasts music programmes, talk-show 
programmes, magazine show programmes and drama. Music programmes are 
very popular in community radio stations because during some of them, 
listeners are given an opportunity to request their favourite songs. A music 
programme could be a gospel music programme, a choral music programme or 
a Top 40 chart show programme. Some of the music shows receive programme 
sponsorships (Tabing, 47:2000). 
 
Talk-show programmes normally are about a certain topic, where listeners are 
encouraged to take part through phone-ins.  Most of the interviews in 
community radio are conducted during talk-show programmes (Fairbairn & 
Valentine, 125:1999). A good radio talk-show programme should be interesting 
and effectively drive a point home. The interest of a listener should be sustained 
by a logical presentation of ideas and presenting of facts (Tabing, 47:2000).  
Community radio stations also broadcast magazine programmes which are 
aired daily. A good magazine programme uses a wide range of applicable 
programme forms – dialogue, field reports, special features, interviews, music, 
quizzes, jokes, news and practical tips (Tabing, 55:2000).  
 
Radio drama is a creative programming method a community radio can use for 
community education and information because: 
• Radio drama invites people to use their imagination; 
• Radio drama allows listeners to identify with the characters in the drama; 
• Radio drama can motivate and entertain; and  
• Radio drama can raise important social development issues (Vuleka 
Productions, 187:1999). 
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The successful recording of a drama depends a lot on the good communication 
and teamwork of the production team. The usual drama production team 
consists of the executive producer, the director, the producer and the engineer. 
A drama production takes place in phases. The pre-production phase involves 
research, character development, plot construction, script writing, script editing, 
recording schedule, gathering sound effects and music. The production phase 
includes dry runs, studio communication and recording. The post-production 
phase consists mainly of editing (Vuleka Productions, 187:1999).  The real 
drama of community development and inspiring community stories could play 
itself live on radio, during the programmes of community news and current 
affairs. 
 
2.8.2 Community News and Current Affairs 
Community news is a unique feature, and a prime strength that gives a 
community radio station the inside track in competing against larger commercial 
or government stations. However, it must be remembered that the news 
provided by community radio, in contrast to that of mainstream media, is not an 
isolated story or event alone, rather, it should be part of an ongoing and future 
process that is supporting progress and development in the community (Fraser 
& Estrada, 60:2001). Community radio stations must find the best way, using 
the resources that they have, to collect community and local news. The news 
department is headed by the news editor who oversees and maintains editorial 
control over all news content. The community radio station should have 
newsreaders who read each news bulletin live in the studio at specific times 
during the broadcast day (van Zyl, 43:2003).   
 
Newspapers and magazines can also be used, but should be mentioned as a 
source. It is also recommended to have a news jingle for a community radio 
station (Lloyd, 109:1999). The news department is usually the best equipped to 
produce a current affairs programme. Those who work in this department have 
first-hand knowledge of current news issues that are important to the 
community and the station’s audience (van Zyl, 43:2003). Public 
announcements and community news could be used to publicise the station’s 
community outreach programmes. 
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2.8.3 Community outreach programmes 
A community radio station should be involved in community outreach 
programmes. Examples of such outreach programmes are: 
• Clean up campaigns; 
• Visiting and caring for the elderly; 
• Soup kitchens for street kids; and 
• Inviting schools to the station as part of projects and outings (Ashwin, 
172:1999). 
 
According to Ashwin (172:1999), a community radio station could also help with 
the development of local community businesses, which are owned by the youth 
and disabled, by offering them free advertising, infomercials and programme 
sponsorships. 
 
2.8.4 Advertising, Infomercials and Programme sponsorships 
An advertisement is an audio broadcast material, paid for in cash or otherwise, 
and used to promote the interests of any person, product or service (Fine & 
Fairbairn, 75:1999). Advertisements are a common source of income for 
community radio stations. Essentially this is selling of airtime to advertisers. 
Because national advertisements are usually taken care of by national 
advertising agencies/brokers, it is on local advertisements that a community 
radio may want to focus. Whether advertising has the potential to bring in a 
substantial amount of revenue depends to a large extent on the location of the 
station, the perceived number of listeners the station reaches and its capacity to 
produce and secure local advertisement (van Zyl, 105:2003). 
 
An infomercial is an audio broadcast material of no longer than 2 minutes which 
is paid for in cash or otherwise and is used to promote the interests of any 
person, product or service, including a direct offer of a product or service to the 
public in return for payment, and usually a demonstration of the use of the 
product or service (Fine & Fairbairn, 75:1999). A programme sponsorship is a 
direct or indirect financing of the full or part of the amount needed to produce or 
transmit a programme by an advertiser or person, with the aim of promoting 
its/their name, trade-mark, image, activities or product (Fine & Fairbairn, 
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77:1999). A community radio station should advertise itself through promotional 
merchandise. 
 
2.8.5 Promotional Merchandise 
A community radio station should sell promotional merchandise to its proud 
listeners. The merchandise with the station’s logo and motto could be in the 
form of banners, flags, buttons, T-shirts, peaks, caps, glasses mugs and 
bumper stickers (Ashwin, 173:1999). The task of producing the promotional 
merchandise could be outsourced or the station could receive royalties from a 
manufacturer who makes the promotional merchandise. 
 
 
2.9 CONCLUSION 
The history of radio broadcasting dates back to 1906 but South Africa had its 
first radio broadcast in 1923. The South African broadcasting is regulated by 
Icasa and governed by The Broadcasting Act No 4 of 1999. South African 
broadcasting consists of commercial; public and community broadcasting. A 
community radio station is governed by the board and managed by a 
management team.  The management team should manage and coordinate the 
operations of a community radio station in such a way that a community 
broadcasting service is provided efficiently, effectively and successfully. 
 
The next chapter will discuss business models and factors of CBOs which can 
be used as building blocks for the development of a business model for a 
community radio station. 
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CHAPTER  3 
                 BUSINESS MODELS 
 
3.1 INTRODUCTION 
The purpose of any business is to create value for customers, employees and 
investors (O’Malley; 1998). Value creation for customers entails making 
products and providing services that customers find constantly useful. It follows 
that the mission of any organisation should be defined in terms of its primary 
value-adding activities. According to Inman (17:2004), to reach this objective, 
an organisation must have ownership of a product or service and a market that 
has a need for such. 
 
This chapter deals with the service industry. According to Agrawal (1:1999), 
three of every four people are now employed by service firms and services were 
recorded as the fastest growing sector of the Indian economy for two 
consecutive years. Community-based organisations (CBOs) are a sector of the 
service industry which provides social services at a local level (Chechetto-
Salles & Geyer, 4:2006). These organisations operate according to different 
principles, within specific parameters and constraints (Inman, 17:2004).  In 
particular, non-profit organisations such as CBOs are required to address 
designated social missions while breaking even financially (Young; 2005). 
 
Non-profit organisations are required to fundraise and use their funds to 
accomplish their missions in an effective and efficient manner (MNCN.com; 
2008). NPOs face financial and inventory losses (Jones; 2005). Non-profit 
organisations, like the CBOs, have gradually begun to apply business principles 
in the management of their organisations (Cronje, Dekker, Jooste, Koekemoer, 
Leibold, Marx, Van der Walt & Van Rooyen, 631:1989).  This chapter will 
discuss few business models and thereafter, a theoretical business model 
which can be applied to CBOs like a community radio station will be 
deconstructed. This theoretical business model will be revised so that it can be 
applied to community radio stations which provide a community broadcasting 
service.  
 
 43 
The governance, management and a service system of a CBO will be 
discussed and best practices which lead to effectiveness and provision of 
quality service to the community will be identified. The findings will be 
deconstructed and the theoretical business model will be improved. A selected 
community radio station will be used to confirm the suitability of this theoretical 
model. A suitable business model depends on the type of an organisation. 
 
 
3.2 TYPES OF ORGANISATIONS 
An organisation is made up of a group of people who come together to 
accomplish a common goal or a set of goals (Chechetto-Salles & Geyer, 
4:2006). The size of an organisation can vary from two people to thousands of 
people. Organisations can range form profit-driven companies such as 
Shoprite/Checkers to non-profit organisations such a community youth clubs, 
church groups or even book clubs (Chechetto-Salles et.al, 2:2006). This section 
will contrast manufacturing and service based organisations as well as the for-
profit and non-profit organisations.  
 
3.2.1 Profit and Non-profit Organisations 
A for-profit organization is an organisation that exists primarily to make money 
for its owners (Blurtit.htm; 2008). For-profit organisations range from yoghurt 
stands owned by one person to global organisations owned by thousands of 
shareholders. In South Africa, many economists are encouraging cooperatives. 
A cooperative (co-op) is a group of people, who are the members, who together 
own and control an enterprise for the profit and benefit of themselves. A co-op 
has a potential to operate democratically in that the members may work for 
themselves and decide together how to run the co-op and how to share the 
profits (in bulk, for example), market and sell goods produced, trade in goods or 
jointly produce goods. Thus, a co-op is a for-profit organisation because it seeks 
to make money (Blurtit.htm; 2008). 
 
In contrast, a non-profit (NPO) organisation focuses primarily on social, cultural, 
or political goals rather than on making profits. The use of the term “non-profit” 
rather than “not-for-profit” has been debated and while there are definitive 
preferences for one term or the other, there is no broad consensus (Alvarado, 
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6-7:2000). NPOs do not exist to make profit from the work of the organisation 
for the owners or members of the organisation. Any profit that is produced is 
used by the organisation to make a greater impact in terms of their public 
purpose.  Labour unions; zoos; religious institutions and charities are example 
of NPOs (Wikipedia.org). 
 
NPOs have to rely on grants and donations from fundraising because NPOs 
usually serve sections of the community that could not afford to pay full cost of 
the service. NPOs do not usually choose their target groups according to who 
can pay for their service but according to who needs the service most.  The 
Non-Profit Organisation Act No.71 of 19997 (NPO Act) states that non-profit 
organisation (NPO) means a trust, company or other association of persons: 
• Established for a public purpose; and 
• The income and property of which are not distributable to its members or 
office bearers except as reasonable compensation for services rendered 
(gov.org.za; 2008). 
 
NPOs play an increasing role in society and they employ millions of people. 
Governments have turned to NPOs for help tapping into their experience at 
offering social services and more effective and efficient operations. According to 
Cameron (2004), NPOs are granted tax exempt status by governments 
because of the recognition of the important role the NPOs play for the public. 
Profit and non-profit organisations can either be manufacturing or service based 
organisations. 
 
3.2.2 Manufacturing and Service Based Organisations 
Manufacturing is the use of tools and labour to make things for use or sale 
(Wikipedia.org; 2008). According to SouthAfricaInfo.com (2007), South Africa 
has developed an established, diversified manufacturing base that is dominated 
by the following industries: agriprocessing; automotive; chemicals; ICT and 
electronics; metals; textiles; clothing and footwear. Products are made by 
manufacturing organisations. Boyd, Walker and Larrache (233:1998) state that 
a product can be defined as anything that satisfies a want or need through use, 
consumption or acquisition. 
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Service industry involves the provision of services to business as well as final 
consumers (Wikipedia.org; 2008). A service is any activity or benefit which one 
party can offer to another that is essentially intangible and does not result in the 
ownership of anything. Its production may or may not be tied to a physical 
product (Kotler, 681:1986).  
 
Four frequently cited differences between services and tangible products are:  
• intangibility;  
• inseparability of production and consumption;  
• heterogeneity; and  
• perishability (Zeithhaml, Parasuraman & Berry; 1985). 
A service firm cannot store the unused (unsold) service and may leave the 
buying basket of customers as empty as it was before buying (Agrawal, 
8:1999).  
 
Kaizenlog.com (2008) states that differences between manufacturing and 
services sectors are: 
• Productivity is more easily measured in manufacturing operations than 
services; 
• Quality standards are more difficult to establish and product quality is 
more difficult to evaluate in service operations; 
• Manufacturing operations can increase and decrease finished goods 
inventory levels in response to change in customer demand patterns. 
A service based sector that is the subject of this research study is community 
based organisations. 
 
 
3.3 COMMUNITY BASED ORGANISATIONS (CBOs) 
CBOs are non-profit organisations whose activities are based primarily on 
volunteer efforts (Chechetto-Salles et.al, 4:2006). The objective of CBOs is the 
provision of a community service while providing unique opportunities for 
individuals to combine their energy, talents and values for community 
improvement and enrichment.  
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CBOs address social issues that affect their whole community and are initiated 
by members of a particular neighbourhood with the purpose of addressing 
issues in their own vicinity. This means that the members of the CBOs are part 
of the specific community they seek to serve. The circumstances relating to 
management of a CBO might be quite different to those relating to management 
of a profit driven company. According to MNCN.com (2:2008), the critical role of 
NPOs in democratic societies underscores the importance of knowing their 
governance and management. 
 
3.3.1 Governance and Management 
An organisation needs the leadership and guidance provided by an efficient and 
well-resourced governing body (Aidsalliance.org; 2008). CBOs are generally 
assumed to form part of civil society. However, some have the role of deciding 
on the use of resources which belong to the community as a whole 
(ACORD.org.uk; 2002). This gives them a governance function which may 
depend on recognition and support from the community as a whole (express 
through elections or other accountability mechanism). 
 
Every CBO should have a constitution which contains all the key agreements 
made by members on how the organisation will work (LRC.org.za; 2005). The 
constitution will have detailed and clear sections on the mission and vision. The 
governance of CBOs is led by a board of director which shapes the mission and 
vision of the CBO and gives it strategic direction (McKinsey.com; 2005). 
Management is a group of managers responsible for making decisions in an 
organisation (Hellreigel, Jackson, Sloum, Staude, Amos, Klopper, Louw & 
Oosthuizen, 7:2004). 
 
The term management can also be used to refer to tasks and activities of 
managers such as planning, organising, leading, and controlling (Hellreigel et.al 
7:2004).  Planning for CBOs includes identifying: goals; objectives; methods; 
resources needed to carry out methods; responsibilities; and dates for the 
completion of tasks (Chechetto-Salles et.al, 6:2006). The manner in which the 
plans are conducted is very important. In CBOs, the standard planning process 
should include the establishment of smaller goals or objectives associated with 
the main goals (Chechetto-Salles et.al, 2:2006). 
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After management has prepared plans, they must translate them into reality 
(Hellriegel et.al, 8:2004). Organising is the process of creating a structure of 
relationships that will enable employees to carry out management’s plans and 
meet organisational goals. Leading involves communicating with and motivating 
others to perform the tasks necessary to achieve the organisational goals 
(Hellriegel et.al, 9:2004). Effective communication is essential in any 
organisation because organisations that communicate effectively tend to be 
more successful. According to Chechetto-Salles et.al (2:2006), the following 
guidelines will help a CBO ensure strong internal communication: weekly 
reports by employees; monthly staff meetings; and one-on-one meetings with 
line-managers. 
 
Controlling is a process by which a person, group, or organisation consciously 
monitors performance and takes corrective action (Hellriegel et.al, 8:2004). 
Managers set standards of performance; measure current performance against 
those standards; take action to correct any deviations; and adjust standards if 
necessary.  According to Chechetto-Salles et.al (6:2006), the management of 
CBOs needs to ensure that all organisational systems, processes and 
structures are controlled so that goals and objectives can be met. For 
management in CBOs to be effective, it is important for managers to be well 
prepared and aware of their functions (Chechetto-Salles et.al, 23:2006). One of 
the functions of the management of a community service organisation like a 
CBO is the designing of a service system. 
 
3.3.2 A service system  
A service system is a configuration of technology and organisational networks 
designed to deliver services that satisfy the needs, wants, or aspirations of 
customers (Wikipedia.org; 2008). Marketing and global environment 
considerations have significant implications for the design of a service system. 
Service systems are often linked into a service value chain. 
 
Karni and Karner (2006) state that a service system is designed as a set of the 
following nine interlinked objects (in which customers maybe involved): 
• Customer – as initiator and receiver of service (the community sign a 
petition for an establishment of a community radio station); 
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• Goals – as setting the primary objectives for the design and operation of 
service (the community decides what kind of programmes it wants); 
• Input – as a client upon whom service is to be performed (the community 
will listen to the community radio station when it goes on air) ; 
• Output – as a client  upon whom the service has been performed (the 
community will be either satisfied or dissatisfied by the community radio 
service it is provided with); 
• Process – as a participant in the process (the community participates in 
governance, management and operations of the community radio 
station); 
• Human enabler – as a resource in the process (the community provides 
support to the community radio station); 
• Physical enabler – as providing a resource to the process (the 
community provides financial and human resource to the community 
radio station); 
• Informatics enabler –as applying his own knowledge to the process (the 
community offers its skills and knowledge to different departments of a 
community radio station); and 
• Environment – as setting constraints or standards for acceptable service 
levels (the community will set systems in place to monitor performance of 
a community radio station). 
 
According to Wikipedia.org (2008), a service system is built to provide a service 
and the sustainability of that service could be enhanced by service marketing. 
 
3.3.3 Service marketing 
The marketing of services becomes a major concern in cases where the service 
component is more important than the physical or product component (Cronje 
et.al, 616:1989). Service quality is defined as a defect free conformance to 
customer requirements (Cannie & Cuplin, 13:1992). There are three main 
elements of service quality, namely: service product; service environment; and 
service delivery (Rust & Olivier, 10:1994). Marketers are increasingly using 
service quality as a way to differentiate their services and to attain competitive 
advantage. Some of the benefits of service quality are the following: customer 
loyalty, positive company reputation (brand); improved employee morale and 
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productivity due to customers’ positive response (Albrecht, 6:1994). Service 
quality leads to customer satisfaction (familiesandcommunities.sa.gov.au; 
2008).  
 
The primary difference between marketing in profit and non-profit organisations 
is that the ultimate aim of marketing in non-profit organisations is not the 
realisation of profit (Cronje et.al, 629:1989).  Marketing non-profit services, like 
those of CBOs can be done at a low cost through: word of mouth; community 
events; trade or bartering; publicity; and co-branding (Lamb; 2005). According 
to Cronje et.al (634:1989) the marketing offering of NPOs consists of: 
• Service decisions  – are influenced by the mission of the organisation; 
• Pricing  decisions – attach either monetary or no monetary value to the 
services; 
• Distribution decisions – location is easily accessible and distribution 
channels are short and direct; 
• Marketing communication – is directed both to clients (to do or not to do 
something) and donors (to convince them to make funds available to the 
organisation).   
 
A CBO can form a marketing committee that will plan the organisation’s 
marketing actions as well look at the identification of marketing opportunities 
and threats (Kotler, 40:1986).  According to Burnett (2007), a non-profit 
organisation can stand out among a growing number of organisations 
competing for funding, by marketing its services using marketing strategies 
which follow best practices. 
 
3.3.4  Best practices  
A best practice is a technique or methodology that, through experience and 
research, has proven to reliably lead to a desired result 
(searchsoftwarequality.techtarget.com; 2008). A commitment to using the best 
practices in any field is a commitment to using all the knowledge at one’s 
disposal to ensure success. The board should ensure that the organisation is in 
compliance with regulations affecting non-profit organisations and has sound 
risk-management practices (Holland; 1999). Non-profit organisations like CBOs 
are obligated to understand their role as entities that engage and inspire 
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individuals and communities for public benefit and to conduct their activities with 
transparency, integrity and accountability (MNCN.com; 2008).  
 
The organisation should treat employees, volunteers and clients fairly and 
equitably (McNamara; 2005). Employees and volunteers should receive 
information, training and feedback they need for optimal job performance 
(McNamara; 2005). Non-profit organisations should have an organisational plan 
to set the overall direction, activities and strategies to fulfil its mission 
(MNCN.com; 2008). In planning for their activities, non-profit organisations 
should be responsive to community needs and solicit input from a variety of 
sources such as staff and community members (MNCN.com; 2008). The 
organisation should generate sufficient revenue to support organisation’s 
administration and services (McNamara; 2005).  
 
Overall fundraising policies should be developed to ensure ethical and sound 
practices (Picket; 1998). Annual budget should be tied to outcomes and be 
aligned to available resources. The organisation should file all appropriate legal 
and financial documents as required by the law. The organisation’s outcomes 
should be linked to the community’s desired outcomes, needs, and interests 
(McNamara; 2005). 
 
 
3.4 PORTER’S FIVE FORCES  
The structure of an industry can be analysed by looking at the regulatory, 
technological, economic, and commercial forces that shape competition within it 
(Shrivastava, 47:1994).  Competition depends on who can enter the industry 
and compete in it profitably. According to Porter (2003), competitive rivalry 
depends on: barriers to entry into the industry; degree of rivalry among 
competitors; threat of substitute products; bargaining power of buyers; and 
bargaining power of suppliers. 
 
Barriers to entry are created by capital requirement; economies of scales; 
product differentiation; switching costs; access to distribution channels 
(Shrivastava, 51:1994). The capital requirement for CBOs like community radio 
stations is provided by funders. Community radio stations differentiate their 
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broadcasting services by appealing specifically to local communities. Switching 
costs for a radio listener are negligible. A community radio service is distributed 
by Sentech for only licensed radio stations. Obtaining a community radio licence 
is a long process. Hence, barriers to entry are high. 
 
Degree of rivalry amongst competitors depends on the number of competitors 
and their relative power; industry growth rate; fixed and storage costs; lack of 
switching costs; size of capacity augmentation; diversity of competitors; stakes 
of individuals and exit barriers (Shrivastava, 51:1994). There are no two 
community radio stations in one area which cater to the same audience. For an 
example, in the Nelson Mandela Metro, Kingfisher FM in Port Elizabeth is a 
Christian community radio station while Bay FM is a youth community radio 
station. Thus, competition is likely to be from commercial radio stations and 
public radio stations. However, it would be minimal because of the size and 
coverage area of community radio stations. There are no exit barriers in the 
community radio industry. Thus, the degree of rivalry among competitors is low. 
 
Threat from substitute products is a major concern because substitute products 
erode into the sales and revenues of the industry (Shrivastava, 56:1994). 
Compact disc players and MP3s are a substitute for radio music. Newspapers 
and television news are a substitute for radio news. Community members can 
listen to internet radio and local businesses can advertise in newspapers. 
However, it is costly to switch to these substitutes of community radio service. 
Thus, threat from substitutes is low. 
 
Bargaining power of suppliers is influenced by the concentration of suppliers; 
importance of industry to suppliers; threat of forward integration; access to other 
sources of supply; and labour supply (Shrivastava, 55:1994). There are many 
suppliers of broadcasting equipment and there is no threat of forward 
integration. Community radio stations are key customers to these suppliers as 
most commercial and public service stations have an option of importing their 
broadcasting equipment. It is not easy for the suppliers to find new customers. 
Thus, the bargaining power of suppliers is low. 
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Power of buyers refers to their ability to get favourable terms of trade with the 
sellers (Shrivastava, 53:1994). The buyers of a community radio station are 
local businesses and the listeners. The community broadcasting service is 
partly funded by membership fees which are set by the community radio station 
in consultation with the community. Advertising for local businesses and NGOs 
is negotiable or sometimes free. Hence the bargaining power of buyers is high. 
Community radio stations can deal with competitive rivalry much better by 
analysing their value chain. 
 
 
3.5 THE VALUE CHAIN 
The value chain framework is an approach for breaking down the sequence 
(chain) of business functions into strategically relevant activities through which 
value is added to products and services (Elloumi; 2008). Value chain analysis is 
undertaken in order to understand the behaviour of costs and sources of 
differentiation (Shank & Govindarajan; 1993). 
 
The value chain consists of primary activities and supporting activities. The 
primary activities are: 
• Inbound logistics – activities of receiving, storing, handling and 
distributing the inputs required to produce the product or service, as well 
as controlling inventories; 
• Operations – the process of transforming the inputs in some way so that 
they take on greater value for the ultimate consumer. This would cover 
making components, testing them, assembling them into a product, and 
packaging the product. In a service business this refers to the technical 
core; 
• Outbound logistics – these distribute the final product to the customer; 
•  Marketing and sales-  this function analyses customers’ wants and 
needs and brings to the attention of the customers those products or 
services that business has to offer for sale; 
• Service – all the activities that enhance or maintain the value of the 
product such as installation, advice, repairs, spares and so on (Stacey, 
59:1993; Nieman & Alf, 14-25:2002). 
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Inbound logistics of a community radio station consist of deliveries by courier of 
broadcasting material and documents; a satellite or aerial which receive outside 
broadcasts; as well as transportation of staff and volunteers to the station. 
Outbound logistics include a transformer that is installed inside the studio, which 
send a radio signal to the transmitter and the transmitter, in turn, sends that 
radio signal to radio sets of the community (Tabing; 2000).  
 
According to Elloumi (2008); the supporting activities consist of: 
• Organisational infrastructure – which is concerned with a wide range of 
support systems and functions such as finance, planning, quality control, 
and general senior management; 
• Human resource management – deals with those activities concerned 
with recruiting, developing, motivating, and rewarding the workforce of 
the organisation; 
• Technology development – deals with those activities concerned with 
managing information processing and the development and the 
protection of “knowledge” in the organisation; 
• Procurement – deals with how resources are acquired for the 
organisation (e.g. sourcing and negotiating with suppliers). 
 
The organisational infrastructure of a community radio station consists of the 
community, the board and the station management (Elloumi; 2008). The 
finance, planning and quality control is guided by the station’s mission and 
vision. Procurement for a community radio station involves operational and 
capital expenditure. According to Nazief (2001), a single value chain could lead 
to an emergence of different types of business models.  
 
 
3.6 TYPES OF BUSINESS MODELS 
A business model is a method of doing business by which a company can 
sustain itself, that is, generate revenue (Rappa; 2004). The business model 
spells out how an organisation makes money by specifying where it is 
positioned in the value chain. There are many different categories of business 
models. However, for the purpose of this research study, the following models 
will be discussed briefly: community participation model; basic input/output 
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model; quality management model; service management model; and customer 
satisfaction model. 
 
3.6.1 Community Participation Model 
Community participation is a process by which people are enabled to become 
actively and genuinely involved in defining the issues of concern to them, in 
making decisions about factors that affect their lives, in formulating and 
implementing policies in planning, developing and delivering services and in 
taking action to achieve a change  (WRHA.mb.ca; 2008). According to 
wrha.mb.ca (2008), community development is inextricably linked to public 
participation and is expressed through various strategies, namely:  
• information;  
• participant control; 
•  joint planning; and  
• participant feedback (See Fig 3.1 below). 
 
Figure 3.1 A community participation business model 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source : Adapted from WRHA.mb.ca (2008). 
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Information about the work of a community-based organisation should be 
disseminated on an ongoing basis (Munt, 3-5:2002). Some of the most useful 
information sharing techniques include: email trees; newsletter; press releases; 
project update presentations; web pages; chat rooms; distributed minutes of 
meetings; photo journals; and teleconferences (Munt, 3-5:2002). 
 
Participation can entail many activities. Munt (3-5:2002) states that participation 
can be the involvement of stakeholders in the initial planning stages of the 
community project; the development of action plans; or being a member of 
working groups, reference groups and focus groups. According to Reid 
(4:2000), all ideas of the community members should be welcomed and treated 
with respect. This not only honours the community members whose idea is put 
forward, but it also sets a welcome tone for fresh ideas and inspirations that 
might otherwise be hidden due to fear of ridicule (Reid, 4:2000). 
 
Coordinating committees should facilitate joint planning (wrha.mb.ca; 2008). 
According to Reid (9:2000), new participants should be involved in joint 
planning by assigning them some roles which give them a sense of meaningful 
involvement. Munt (5:2002) states that the meeting venues should be moved 
around to give people a sense that joint planning of the community project is 
coming to them. Participant feedback is a way of publicising and raising 
awareness about the project among all members of the community (Larsen; 
2004). Annual general meetings are a good way of reporting on progress and 
they should be advertised to everyone. 
 
3.6.2 The Input/Output Model 
Any business can be looked at as a process with inputs and outputs (SUPOS; 
2008). Operations is defined as a transformation process in which inputs such 
as material; machines; labour; management; and  capital are transformed into 
outputs such as goods and services (Russell & Taylor, 3:2006).   
 
A CBO depends on voluntary contribution for labour, material and financial 
support in order to provide a social service (Chechetto-Sales et.al; 2008).  
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Business exists to create value (Cross; 2002). The business process has a goal 
of creating some kind of value for the customers (SUPOS; 2008). This process 
is shown in Figure 3.2 below. 
 
Figure 3.2 An Input/Output model of business 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Inman (2004:28). 
 
The input/output model does not show the importance of vision and mission; 
community participation and fundraising in a CBO. 
 
3.6.3 Quality Management Model 
Social services should not necessarily all be provided by the state, but by 
community-based organisations (Beckmann, Otto, Schaarschuch & Schrodter, 
4:2004). Some of these community-based organisations are funded by the 
government and therefore quality development agreements in social work 
represent a control mechanism that enables the government to assert its claim 
for control over the performance of a service it pays for, but is unable to asses 
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in terms of quality (Bartlett & Le Grand, 24:1993). Quality management is seen 
as an internal organisational control of work processes and work outcomes.  
 
There are two levels of quality management, namely: technological and 
ideological (Beckmann et.al, 4:2004). On the technological level, processes and 
outcomes of organizational activity should be formalized, evaluated and when 
necessary, modified.  Quality management does this by drawing on a series of 
managerial and administrative practices and methods such as controlling, 
benchmarking or the analysis of input-output process chains (Perrow, 
195:1986).  On the ideological level, an attempt is made to get organisational 
commitment from staff, so that they develop corporate identity. This could be 
achieved through Total Quality Management (TQM) (Beckmann et.al, 5:2004). 
 
TQM can be viewed as an organisation wide approach that focuses on 
producing high-quality goods and services (Davies & Heineke, 283:1991). 
When properly used, TQM is an integral part of an organisation and 
encompasses all of the functional areas and levels within the organisation, 
including suppliers. The quality of service is an important factor in the customer 
satisfaction model. 
 
3.6.4 Customer Satisfaction Model 
The customer satisfaction model from N. Kano is a quality management and 
marketing technique that can be used for measuring client happiness 
(12MANAGE.COM; 2008).  
 
Kano, Seraku, Takahashi and Tsuji (39-48:1984) distinguish three categories of 
quality attribute which influence customer satisfaction, namely: 
• Basic factors – these are minimum requirements that will cause 
dissatisfaction if they are not fulfilled, but do not cause customer 
satisfaction if they are fulfilled or are exceeded. In a community radio 
station these might be music and news; 
• Excitement factors – these   increase customers satisfaction if delivered 
but do not cause dissatisfaction if they are not delivered. In community 
radio station this might be excellent show promotions; an appealing 
station motto; the organising of charity events and outreach programmes; 
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• Performance factors – these cause satisfaction if performance is high 
and they cause dissatisfaction if performance is. The community radio 
listeners expect radio programmes that address their needs as well as 
radio presenters and news readers who have a potential or a reasonable 
communication skill. The community also expects to participate in all 
facets of a community radio station. 
 
Kano et.al (39-48:1984) mentioned additional quality attributes, namely: 
• Indifferent attributes – the customer does not care about this feature. 
Community radio listeners do not care about the frequency of news 
headlines and news bulletins; 
• Questionable attributes – it is unclear whether this attribute is expected 
by the customer. Some community programming material is produced by 
production houses in English and some community radio stations do not 
do research to find out if the community listeners expect all of these to be 
translated or not; 
• Reverse attributes – the reverse of this product was expected by the 
customer. In a community radio station this could be radio presenters 
who are unprofessional and use vulgar language. 
 
Matzler, Fuchs and Schubert (2004) concluded that this customer satisfaction 
model can be used to describe employee satisfaction as employees are internal 
customers. The needs and satisfaction of internal and external customers play a 
big role in constructing a basic business model. 
 
 
3.7 CONSTRUCTING A BASIC BUSINESS MODEL 
A business model captures the logic of the firm, the way it operates and how it 
creates value for its stakeholders (Baden-Fuller, MacMillan, Demil & Lecocq, 
1:2008).  The interest in business models come from two opposing sides: 
• Established companies have to find new and innovative business models 
to compete against growing competition and fend off insurgents; and  
• Entrepreneurs want to find new and innovative business models to carve 
out their space in the marketplace (Osterwalder; 2004). 
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For the purpose of this study, semi-structured interviews will be used in order 
for the management staff of the community radio station to validate the 
proposed business model. 
 
 
3.8 THE PROPOSED BUSINESS MODEL 
In the previous chapter and beginning of this chapter, the discussion of a 
community radio stations and CBOs revealed some factors which are common 
to both of them. The factors were: the community; mission and vision; funding; 
service marketing and service provision. These factors are important to our 
research study of the development of a business model for a community radio 
station.  The initial proposed business model with its components as these 
factors is shown in Figure 3.3 below. 
 
Figure 3.3 A theoretical business model for a community radio station 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Adapted from Inman (2004:34) 
 
3.8.1 Community 
The aim of CBOs is to serve a particular community. According to Tabing 
(11:2000), a community can be territorial or geographical – a township, village, 
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district or island. The primordial condition for a community to start its own 
community radio station is a sense of internal cohesion and community 
consciousness (Fraser et.al, 1:2001). The Broadcasting Act No  of   1999 states 
that a community sound broadcasting service must be managed and controlled 
by a board that is democratically elected from the members of the community in 
the licensed area (ICASA, 13:2005).  
 
Community participation ensures that a community radio station is really the 
voice of that community, representing and clearly putting forward the needs, 
wants, concerns, feelings and prioritised issues of the people in that area 
(Urgoiti, 13:1999).  Active community participation include active involvement in 
the activities of a community radio station, be it through the attendance of 
fundraising activities or involvement in the selection and provision of 
programming (ICASA, 14:2005).  
 
According to Fraser et.al (16:2001), there should be unrestricted opportunities 
for members of a community, as individuals or groups, to produce programmes, 
and be helped by the radio station staff, using the technical production facilities 
available. The facilities of a community radio station are owned by the 
community through a trust, foundation, cooperative, or some similar vehicle 
(Fraser et.al, 16:2001).  
 
According to Perkins (13:2000), the people in the community are a community 
radio station’s most important resource, so community participation is giving the 
people a chance to develop themselves as they are provided with skills that 
empower them to find jobs in other sectors. Siemering (35: 1999) states that, 
the community that is served by the community radio station should develop its 
mission and vision 
 
3.8.2 Mission and Vision 
The mission statement defines the purpose of a community radio station 
(Siemering, 37:1999). It is a map that provides the direction towards the 
achievements of the station’s objectives and a foundation on which everything 
is built (Fraser et.al, 48:2001). The mission statements ensure that people 
always remember the interests of the community radio station, which are its 
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needs and values (Perkins, 17:2000). A vision expresses an organisation’s 
fundamental aspirations and purpose, usually by appealing to its members’ 
hearts and minds (Hellriegel et.al, 72:2004). Over time, mission statements may 
change but the vision may endure for generations. 
 
According to Siemering (38:1999), the following decisions and activities may 
flow from the mission statement and vision of a community radio station: 
• A commitment to local/African music; 
• Monthly on–air and call-in dialogues with listeners to explain the 
programming and ask for comments and suggestions;  
• Promoting an Annual General Meeting on air and through posters. 
For an example of a Mission Statements of a community radio stations, see 
Annexure 1. The mission statement of a community radio station is an essential 
element in any request for external funding. 
 
3.8.3 Stakeholders 
The stakeholders of a community radio station are government officials, 
community residents and business leaders (Urgoiti, 13:1999). 
 
3.8.4 Funding 
For a community radio station to be sustainable, it needs to have the financial 
base to be able to continue to manage its programmes (Van Zyl, 92:2003). 
According to Perkins (23:2000), funders provide money to the station in the 
form of grants and donations. Other options for raising revenue to cover running 
costs are: sponsorships; fees for private announcements and membership paid 
by the listeners (Fraser et.al, 52:2001).   
 
It is important for a community radio station to write a brief, direct, plain and well 
organised funding proposal when requesting funds from a potential funder 
(OSF.org.za; 1999). Donors do not part easily with their funds and they will 
monitor the social benefits of the community radio station’s activities (Fraser 
et.al, 54:2001; Van Zyl, 95:2003). Hence, a community radio station should 
develop a business plan that is realistic (Van Zyl, 94:2003). A community radio 
station may not receive funds from illegal sources such as operators of 
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gambling dens and other parties considered as working against the interest of 
the community, country or society (Tabing, 34:2000).  
 
Van Zyl (103:2003) suggests the following simple principles of generating 
revenue for a community radio station: 
• Do not compromise on the mission and objectives of the station; 
• Relate the source of income to the expertise and activities of the station; 
• Manage the income-generating process; 
• Cover the cost of generating income; and account for money. 
 
3.8.5 Service Provision 
Community radio stations exist to provide a community radio service. The 
Broadcasting Act No.4 of 1991 states that a community broadcasting service 
must: 
• Provide a balance of information, education and entertainment to meet 
the needs of the community; 
• Offer a range of local content and analysis; 
• Draw from local, regional, national and international news; and 
• Provide community access to variety of points of view on community 
issues (Fine & Fairbairn, 57:1999). 
 
According to RPH.org.au (2002), a provider of a community broadcasting 
service should incorporate policies that apply to all station activities, which 
oppose and attempt to break down prejudice on the basis of ethnicity, race, 
chosen language, gender, sexual preference, religion, age, physical or mental 
ability, occupation, cultural belief or political affiliation. According to Ofcom.co.uk 
(2008), the characteristics of a community radio service are that: 
• They are local services provided primarily for the good of members of the 
public, or particular communities in order to deliver social gain, rather 
than primarily for commercial service; and 
• In respect of the provision of the service, the person providing the service 
makes himself accountable to the community that the service is intended 
to serve. 
The provision of a service can be enhanced by service marketing.  
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3.8.6 Customers 
The community is the most important customer of a community radio station 
(Osf.org.za; 1999). The other customers are advertisers and listeners 
(Osf.org.za; 1999). 
 
3.8.7 Service  Marketing 
Until the last three decades, marketing and all its facets were not viewed as 
proper for non-profits (Burnett, 16:2007). The social environment in which 
nonprofits now operate is dynamic and variable. Hence, marketing enables the 
non-profit sector to better align the services they provide with the reality of the 
market-place. Community radio stations, like any non-profit organisation, need 
to adopt strong marketing principles if they are to survive (McDonald, 1:2002). 
Community radio service marketing relies heavily on designing programs or 
policies which satisfy the needs and desires of the community (McDonald, 
1:2002).  Community radio service marketing involves market research and 
promotion.  
 
According to Scheepers (133:1999), a community radio station needs the 
information from research to be able to provide a valuable service to the 
community. On-air promotions are the most prevalent form of community radio 
station promotion (McDonald, 8:2002).  Phone-ins and on-air competitions are 
popular with community radio listeners. Off-air promotions are designed to 
attract new listeners (McDonald, 9:2002). Numerous methods have been 
achieved to achieve this such as key chains, pens and car rubbish bags. 
 
 
3.9 CONCLUSION 
The chapter had a brief discussion of profit organisations, NPOs, 
manufacturers, service organisations, Porter’s Five Forces and Value Chain. 
There was a detailed discussion of CBOs. A brief discussion of different types 
of business models was done. A business model for CBOs was constructed. 
The components of this model were the community; mission and vision; 
funding; service provision and service marketing. The next chapter will discuss 
the methodology to be used for the case study. 
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CHAPTER  4 
           RESEARCH DESIGN  
 
4.1 INTRODUCTION  
The purpose of this chapter is to discuss the research design for this research 
study. The literature review revealed a community radio station as a non-profit 
organisation and business models of the service industry. A community radio 
station provides broadcasting service to the community it serves. A business 
model suitable for a community radio station will be developed by a process of 
synthesis, using what the literature review reveal as best practices that lead to 
operational effectiveness for a non-profit organisation that provides a service.  
 
The development of the model follows this sequence: 
(a) A literature review was done to discuss the broadcasting system in 
South Africa and discuss community radio stations as non-profit 
organisations operating within that broadcasting system; 
(b) A literature review was done on business models, especially those for 
the service industry; 
(c) A literature review was done on CBOs, to construct a business model 
that consists of various business aspects of such a non-profit 
organisation. Each business aspect was investigated further to 
determine its best practices. Once completed, the business model 
consisting of the various business aspects constituted a theoretical 
business model for a community radio station;  
(d) Thereafter, this theoretical business model for a community radio station 
will be used as a basis for questions to collect data for this research 
study. Empirical data on current operations of the selected community 
radio station will be collected using semi-structured interview to be 
conducted with the management team of a selected community radio 
station.  The findings of the empirical data on the current operations of 
the selected community radio station, from the semi-structured 
interviews, will be compared with the theoretical business model for a 
community radio station which was deconstructed from the literature 
review.  This will be done to adapt, where and if necessary, the 
theoretical business model for a community radio station to bring it in line 
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with the views of the leadership and management team of the selected 
community radio station; 
(e) Once that is completed, the revised theoretical model will constitute a 
suitable business model for the selected community radio station, which 
is the purpose of this research study. 
 
 
4.2 RESEARCH DESIGN 
A research design provides a framework for collection and analysis of data. A 
choice of research design reflects decisions about the priority being given to a 
range of dimensions of the research process (Bryman & Bell, 259:2007). 
 
There are three types of research designs, namely: exploratory; descriptive; and 
causal (Jankowicz, 198:2005). Exploratory designs are adapted to: gather 
information about what issues are at first glance; do critical incident assembly; 
and as if formal objectives have been achieved. Descriptive designs are used 
for marketing research reports; single case studies; unstratified surveys; and 
systematic examination of contrasting modes of operation. Causal designs are 
used in stratified survey; time-sampling; comparative case study; testing an 
impact of an on-off intervention; and in control experiments (Jankowicz, 
198:2005). 
 
The objective of this chapter is to discuss: 
• The study’s research methodology and  its rationale; 
• The research data and its collection methods; 
• The research narrative;  
• The data analysis and interpretation; 
• Reliability, Validity and Generalisability of a research study. 
 
 
4.3 RESEARCH METHODOLOGY 
Research methodology is a technique for collecting data (Bryman & Bell, 
259:2007).  Research methodology has two primary functions, to control and 
dictate the acquisition of data; and to corral the data after their acquisition and 
extract meaning from them (Leedy & Ormond, 6:2005). According to Leedy and 
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Ormond (108:2005), there are numerous research methodologies that can be 
used depending on the research objective. These methodologies include: 
 
• Case study – a qualitative research in which in-depth data are gathered 
relative to a single individual, program or event, for the purpose of 
learning more about an unknown or poorly understood situation; 
• Historical research – an attempt to solve certain problems arising out of a 
historical context through gathering and examining relevant data; 
• Ethnography – a type of qualitative inquiry that involves an in-depth study 
of an intact cultural group in a natural setting; 
• Observation study – a type of quantitative research in which a particular 
aspect of behaviour is observed systematically and with as much 
objectivity as possible; 
• Ex post facto research – an approach in which one looks at conditions 
that have already occurred and then collects data to investigate possible 
relationship between these conditions and subsequent characteristics or 
behaviours; 
• Casual-comparative method – a research method used to observe 
existing conditions and researches back through data for plausible 
casual factors. It is the “detective method” in which the crime is 
discovered and then the cause or motivation for the crime is sought 
(Leedy & Ormond, 108:2005). 
 
Preece (96:1994) also identified the following methods of data collection: 
• Experiment – this method includes laboratory and field studies in which  
variables may be manipulated and controlled by the researcher in order 
to determine cause and effect relationship; 
• Surveys – include questionnaires and interviews and are the most 
common method of data collection. 
For the purpose of this research study, we will use methodology of case study. 
 
4.3.1 Case Study 
A case study research method is an empirical inquiry that investigates a 
contemporary phenomenon within its real life context; when the boundaries 
between phenomenon and context are not clearly evident; and in which multiple 
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sources of evidence are used (Yin, 23:1984).  The research object in a case 
study is often a program, an entity, a person, or a group of people (Soy; 1997). 
For the purpose of this research study the research object is a selected 
community radio station. 
 
Yin (2003) and Burns (1994), suggest the following types of case studies: 
• The critical case – the researcher has clearly specified hypotheses; 
• The revelatory case- a researcher has an opportunity to observe and 
analyse a phenomenon previously inaccessible to scientific investigation; 
• The representative or typical case – seeks to explore a case that 
exemplifies an everyday situation or form of organisation; 
• The longitudinal case – this case is concerned with how a situation 
changes over time; 
• The historical case – traces the development of an organisation or 
system over time; 
• The observational case – distinguished by being based primarily on 
visual observation; 
• The clinical case study – related to workers’ health or accidents and 
customer liability. 
 
Case studies can be single or multiple-case designs, where a multiple design 
must follow a replication rather than sampling logic. When no other cases are 
available for replication, the researcher is limited to single-case designs (Tellis; 
1997). According to Yin (1994), single case studies are used to confirm or 
challenge a theory or to represent an extreme case. Single cases are ideal for 
revelatory cases where an observer may have access to a phenomenon that 
was previously inaccessible.  
 
A frequent criticism of a case study methodology is that its dependence on a 
single case renders it incapable of providing general conclusion (Tellis; 1997). 
Yin (1993) considered the case study methodology “microscopic” because it 
lacked a sufficient number of cases. However, according to Flyvbjerg (2004), 
one of the foremost proponents of case study research, one can often 
generalise on the base of a single case, and the case study may be central to 
scientific development via generalization as supplement or alternative to other 
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methods. The case study is useful for both generating and testing of hypothesis 
but is not limited to these research activities alone.  
 
Soy (1997) suggests six steps for organising and conducting a case study 
research successfully, namely: 
• Determine and define the research question; 
• Select the cases and determine data gathering and analysis techniques; 
• Prepare to collect the data; 
• Collect data in the field; 
• Evaluate and analyse the data; and 
• Prepare the report. 
For the purpose of this research study, a single case study will be used.  
 
 
4.4 METHODOLOGY RATIONALE 
This research study uses a single case study. This is considered appropriate 
because: 
• the researcher is an ex-volunteer of the community radio sector and 
hence has ready access to Kingfisher FM; 
• a case study has the ability to place organisations in their social and 
historical context; 
• A single case study offers a manageable data collection task. 
 
Prior to doing the empirical research on Kingfisher FM, Chapter One discussed 
what the research was about as well as defined and discussed briefly few terms 
such as community radio station and business model which are important to the 
research. This laid a foundation for an in-depth discussion of broadcasting, 
community radio and business models in Chapter Two and Chapter Three.  
Most of the discussion in Chapter Three revolved around important business 
issues of community radio stations which were discussed in Chapter Two. 
Chapter Four discusses in details how the empirical research was done as well 
as how it would be analysed in Chapter Five.  
 
In Chapter Five the semi-structured interviews the researcher tried to establish 
whether the respondents would reveal the same or most of the business issues 
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which were revealed by the literature review in Chapters Two and Chapter 
Three. The analysis of the empirical results in Chapter Five will lead to the 
conclusion being drawn and recommendations being made in Chapter Six. 
 
According to Tellis (1997), the inflexibility of experimental or quasi-experimental 
research makes case studies the only viable alternative in some instances. 
 
 
4.5 RESEARCH DATA   
Data are those facts that any particular situation affords or gives information or 
impressions to an observer (Leedy, 96:1997). There are two types of data, 
primary data which are often most valid, most illuminating and most truth 
manifesting, and secondary data which are derived not from the truth itself, but 
from the primary data instead.  Data can either be qualitative (worded) or 
quantitative (numeric).  According to (Saunders, Lewis & Thornhill, 339:1997), 
quantitative data is based on meanings derived from numbers, qualitative data 
is based on meanings expressed through words. 
 
Primary data are original data collected by the researcher for the purpose of 
his/her own study at hand (Welman & Kruger, 147:1997).  Primary data can 
either be quantitative or qualitative. For the purpose of this research the primary 
data that will be used will be the one recorded during the semi-structured 
interviews and it will be qualitative. 
 
Secondary data are information collected by individuals or agencies and 
institutions other than the researcher himself/herself (Welman & Kruger, 
147:1997). Large quantities of information are collected and stored by 
companies, as well as government and other organisations, as routine functions 
of management or policy monitoring, including sales figures and population 
numbers, income and expenditure, staffing levels, accident reports, crime 
reports and health data (Veal, 28-29:2005). 
 
4.5.1 Population and Sample 
According to Sekaran (225:1992) a population is an entire group of people, 
events or things of interest that the researcher wish to investigate. A sample is a 
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segment of a population that is selected for investigation. It is a subset of the 
population (Bryman & Bell, 182:2007).  Thus, a population is basically the 
universe of units from which the sample is to be selected. The term ‘units’ is 
employed because it is not necessarily people who are being sampled – the 
researcher may want to sample from a universe of nations, cities, regions or 
firms (Bryman & Bell, 182:2007).  For the purpose of this research study, the 
population consists of all community radio stations in South Africa and the 
sample will consist Kingfisher FM which broadcasts 24 hours a day and is 
operating within the Nelson Mandela Metropolitan area. 
 
According to Hamel, Dufour & Fortin (1993), the relative size of a sample used 
in a case study, does not transform a multiple case into a macroscopic study. 
Fridah (2000) describes sampling as the act, process or technique of selecting 
a suitable sample or representative part of a population for the purpose of 
determining parameters or characteristics of the whole population.  According to 
Struwig and Stead (111:2001), there are several alternative ways of sampling 
and these can be grouped into probability and non-probability sampling 
techniques. For the purpose of this research study, a non-probability sampling 
forms a basis for our data collection as we have a sample of one. 
 
 
4.6 DATA COLLECTION 
Leedy (4:1997) defines research as a systematic process of collecting and 
analysing information in order to increase one’s understanding of the subject of 
interest. According to Leedy and Ormond (143:2005), researchers can use 
observations, interviews, objects, written documents, audio visual materials, 
electronic documents, and anything else that can help them answer their 
research questions. According to (Saunders, Lewis & Thornhill, 339:1997), for 
quantitative data the collection results in numeric and standardised data but for 
qualitative data the collection results in non-standardised data requiring 
classification into categories. 
 
The researcher will prepare to collect the qualitative, primary and secondary 
data by first contacting Kingfisher FM to gain the management team’s 
cooperation; explain the purpose of the study; and get key contact information 
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like fax numbers, telephone numbers and cell phone numbers of the 
management team members. A schedule of interviews with the management 
team will be drawn up and the researcher will request that each management 
team member honour an interview appointment. 
 
A key strength of the case study method involves using multiple sources and 
techniques in the data gathering process (Soy; 1997). According to Stake 
(1995), there are at least six sources of evidence in case studies; namely 
• Documents; 
• Archival records; 
• Interviews; 
• Direct observation; 
• Participant-observation; and 
• Physical artefacts. 
 
Surveys are the most common method used by family medicine researchers to 
obtain data from peers, learners and patients (Passmore et.al; 2002). Leedy 
(196:1997) identifies one of the methods of survey research as face-to-face 
interviews. Face-to-face interviews enable the interviewer to gain the co-
operation of the interviewee. Interviews are often open-minded, focusing on one 
or a few main issues, but otherwise going in different directions for different 
participant. In a structured interview, the researcher follows a standard set of 
questions while a semi-structured interview the researcher may follow the 
standard set of questions with one or more tailored questions to get clarification 
or probe for reasoning (Leedy, 196:1997). For the purpose of this research, the 
data collection method used is that of semi-structured interviews. 
 
4.6.1 Semi-structured interviews 
This technique is used to collect qualitative data by setting up a situation (the 
interview) that allows a respondent the time and scope to talk about their 
opinions on a particular subject. The focus of the interview is decided by the 
researcher and there may be areas that the researcher is interested in 
exploring. The objective is to understand the respondent’s point of view rather 
than make generalisations about behaviour (FAO.com; 2008).  
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A semi-structured interview is conducted with a fairly open framework which 
allow for focused, conversational, two way communication. They can be used 
both to give and receive information (FAO.com; 2008). The researcher tries to 
build a rapport with the respondent and the interview is like a conversation.  
 
The strengths of a semi-structure interview are that: 
• There is a positive rapport between the interviewer and the interviewee; 
• It is a very simple, efficient and practical  way of getting data about things 
that cannot be easily observed like feelings and emotions;  
• It has high validity in that people are able to talk about something in 
detail and depth. The meanings behind an action may be revealed as the 
interviewee is able to speak for themselves with little direction from the 
interviewer; 
• It is a platform to discuss and clarify complex questions and issues. The 
interviewer can probe areas suggested by the respondents answers, 
picking up information that had either not occurred to the interviewer or of 
which the interviewer had no prior knowledge; 
• It prevents pre-judgement as the problem of researcher predetermining 
what will or will not be discussed in the interview is solved; 
• It is easy to record interview (video/audio tapes) (FAO.com; 2008). 
 
The semi-structure interviews have some weaknesses such as: 
• They depend on the skill of the interviewer; 
• The interviewer may give out unconscious signals or cues that guide 
respondent to give answers expected by the interviewer; 
• They are time consuming and sometimes expensive; 
• They are not very reliable as it is difficult to exactly repeat a semi-
structured interview. Respondents may be asked different questions 
(non-standardised)  and samples tend to be small; 
• They make it difficult to analyse the depth of qualitative information such 
as deciding what is and what is not relevant; 
• They may not be valid because of lying respondents (FAO.com; 2008). 
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Semi-structured interviews have major benefits as they are less intrusive to 
those being interviewed and often the information obtained from them will 
provide not just answers but the reasons for the answers (FAO.com; 2008). It is 
important to conduct the semi-structured correctly. Hence, researchers have 
some guidelines for semi-structured interviews. 
 
 
4.6.2 Guidelines for semi-structured interviews 
Fontana and Frey (1994) refer to interviewing as 'the art of science'. There is 
certainly much of art in the process of obtaining sound data through the 
interview. Many of the factors that contribute to the quality interview, however, 
can be developed through careful attention to a range of skills such as careful 
listening and responding as well as skill in the development of rapport and 
empathy.  
 
According to Zorn (2008) the following are some suggestions for designing such 
interviews: 
• Carefully plan the interview, even though it is to be only semi-structured; 
• If it is your first interview with the interviewee, provide an overview of 
your purpose, your intended uses for the interview data, and the 
measures you’ve taken to protect confidentiality and anonymity. Also, 
discuss and get permission for tape recording or note-taking; 
• If it is your first interview with the person, ask a few background 
questions first, such as the interviewee’s job title, responsibilities and 
time with the organisation. These often provide necessary information 
and serve to “warm up” the interviewee; that is, they’re easy to answer 
and allow the interviewee to get in the interviewing mindset; 
• Focus on developing rapport and establishing a relaxed, comfortable 
climate. Be aware of your nonverbal communication: e.g., smiles, seating 
position, open/closed body posture, eye contact. In general, be yourself 
(authentic), positive about the interview, and confident; 
• Prepare, and save until later in the interview, questions on specific facts 
or other items of interest; 
• Use probes carefully to get more in-depth answers or to follow up on 
points of interest; 
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• Sometimes silence is the best probe. Being silent once interviewees 
pause can encourage them to continue; 
• Also, you may want to avoid interrupting a good story and instead make 
a note to probe a particular point later in the interview; 
• Think carefully about how to end the interview. It’s often a good idea to 
ask “Is there anything else you’d like to tell me?” near the end. This can 
be especially powerful if done once the tape recorder is turned off; 
• It’s also often a good idea to ask if you can contact the interviewee later 
in case you have additional questions; 
• Immediately after the interview, take time to test your recorder to see if 
you recorded the whole interview. 
 
The usefulness of the data which is collected using a semi-structured interview 
is determined by the quality of interview questions. 
 
4.6.3 Interview questions 
The questions should be relevant to the purpose of the research and the 
answers should lead to the research objective (Answers.yahoo.com; 2009). If 
the answers do not then the researcher does not have the relevant questions 
(Answers.yahoo.com; 2009). Further questions may be developed with the 
intention of making the interviewee reveal more information 
(Answers.yahoo.com; 2009). The preparation of a questionnaire should be done 
with the following in mind: 
• The research problem, this will decide the framework of questions; 
• Questions should not be personal as they might offend the interviewee; 
• Questions should be easily understood; 
• Questions should be given all possible options (Answers.yahoo.com; 
2009). 
 
The general rule of thumb for constructing interview questions is that the 
researcher should always bear in mind the research question and sub-problems 
(Bryman & Bell, 259:2007). There are two kinds of question formats, namely, 
open questions and closed question. For the purpose of this research, mainly 
open questions will be used. With an open question respondents are asked a 
question and can reply as they wish. With a closed question they are presented 
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with a set of fixed alternatives from which they have to choose an appropriate 
answer.  
 
The wording of the questions will not necessarily be the same for all 
respondents. According to Zorn (2008), the following should be considered 
when constructing interview questions: make sure the interview questions are 
clear; the questions that focus on the topic of interest should be broad, open-
ended questions that allow the interviewee latitude in constructing an answer. 
For questions of the semi-structure interviews of this research study, see the 
interview schedule at Annexure 3.  An important factor in research interviews is 
an outline of questions.  
 
4.6.4 An outline of questions 
A researcher can get the most out of a semi-structured interview by posing 
several different types of questions. According to (Bryman & Bell, 264:2007), 
some prominent types of questions are: 
• Personal factual questions – about the age, gender, education, 
employment status, income of the respondent; 
• Questions about normative standard and values; 
• Questions about knowledge. 
Kvale (1996) suggests few more types of questions as follows: 
• Specifying questions; 
• Direct  and indirect questions; 
• Structuring questions; and 
• Interpreting questions. 
Answers to research questions are recorded in a research narrative. 
 
4.7 RESEARCH NARRATIVE 
In Latin, the noun narrario means a narrative or a story, and the verb narrare to 
tell or narrate (Heikkinen; 2002). A narrative is a story that tells a sequence of 
events that is significant for the narrator or his or her audience (Moen, 4:2006).  
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Exemplary case studies report the data in a way that transforms a complex 
issue into one that can be understood, allowing the reader to question and 
examine the study and reach an understanding independent of the researcher 
(Soy, 5:1997). For the purpose of this study, the research narrative will be a 
basis for doing the data analysis and interpretation.  
 
 
4.8 DATA ANALYSIS AND INTERPRETATION 
Data analysis by means of mainly statistical techniques helps the researcher to 
investigate variables and their effect, relationship and patterns (Welman & 
Kruger, 201:1994).  
 
According to (Saunders, Lewis & Thornhill, 339:1997), for quantitative data, the 
analysis is conducted through use of diagrams and statistics but for qualitative, 
data the analysis is conducted through the use of conceptualisation. For the 
purpose of this research study, a qualitative data analysis will be carried out. 
Analyzing qualitative data is essentially a simple process. It consists of three 
parts:  
• Noticing; 
• Collecting; and  
• Thinking about interesting things (Seidel; 1998). 
 
Jorgensen (106:1989) states that qualitative data analysis is a breaking up, 
separating, or disassembling of research materials into pieces, parts, elements, 
or units. With facts broken down into manageable pieces, the researcher sorts 
and sifts them, searching for types, classes, sequences, processes, patterns or 
wholes. The aim of this process is to assemble or reconstruct the data in a 
meaningful or comprehensible fashion (Jorgensen, 107:1989). The qualitative 
data analysis process can be: 
• Iterative and Progressive;  
• Recursive; and/or 
•  Holographic (Jorgensen, 109:1989)  
 
Yin (1994) suggests a strategy of relying on theoretical proposition of study and 
then analyzing the evidence based on those propositions. For the purpose of 
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this study, the researcher uses this strategy because the findings of the 
empirical data will be compared with the theoretical business model which was 
constructed from the literature review. Moreover, a content analysis will be done 
on the secondary data. According to Welman & Kruger (1997), content analysis 
involves examining systematically the contents of personal documents and 
mass media material in order to report them in a quantitative way. Linking the 
data to propositions and the criteria for interpreting the findings are the least 
developed aspect in case studies (Yin; 1994). A good analysis and 
interpretation of data depend on its reliability, validity and generalisability. 
 
 
4.9 RELIABILITY, VALIDITY AND GENERALISABILITY  
It is generally agreed that good data collection methods must be reliable and 
valid. Reliability is usually concerned with stability over time. Validity is 
concerned with whether or not the method actually elicits the intended 
information (Caramines & Richard; 1979).  A test score’s validity is dependent 
on the score’s reliability because if the reliability is inadequate, the validity will 
also be poor. It is important to test the reliability before the validity is examined.  
The reliability of the questions will be tested by asking one or two management 
staff to explain in their own words what specific terms in some questions mean. 
Through this process, questions that may not have a clear meaning to the 
management team because of the terminology used in them will be adjusted 
accordingly. Specificity contributes to reliability (Summerhill & Taylor; 1986). 
 
Validity refers to the extent to which a research design is scientifically sound or 
appropriately conducted (Struwig & Stead, 136:2001). Validity comprises 
external and internal validity for research design: 
• External validity – refers to the extent to which one can generalise the 
results of a study to other populations. 
• Internal validity – refers to the extent to which conclusions which are free 
from bias, can be formulated. 
 
Valid questions and answers lead to a valid research study. Construct validity is 
especially problematic in case study research because of potential investigator 
subjectivity (Tellis; 1997). The need for triangulation of data arises from the 
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ethical need to confirm the validity of the process (Yin; 1994). In case studies 
this could be done by using multiple sources of data (Yin; 1984). In this 
research study secondary data from newspapers articles and research papers 
were discussed in Chapters Two and Chapter Three and they pointed to 
difficulties which are faced by the local community radio stations.   
 
Generalisation is concerned with application of research results to cases 
beyond those examined in the study (Collis & Hussey; 2003). The researcher 
uses a non-probability sample and a single case study. Hence, he would be 
interested in determining whether they way the selected community radio 
station conducts its operations will be similar in most community radio stations. 
Moreover, the business model developed for this selected community radio 
station may be extended to other community radio stations. 
 
 
4.10 CONCLUSION 
This chapter gave a detailed account of the case study, primary and secondary 
data, semi-structured interviews, and guidelines for semi-structured interviews, 
interview questions, outline of interview questions, qualitative data analysis 
process and content analysis. The next chapter will present and discuss the 
results of the semi-structure interviews. 
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CHAPTER 5 
                       RESULTS: PRESENTATION AND DISCUSSIONS 
 
5.1 INTRODUCTION  
The purpose of this chapter is to present and discuss the results of the three 
semi-structure interviews which the researcher conducted with two 
management team members and one board member of Kingfisher FM. The 
interviewees held the positions of Operations Manager, Programmes Manager 
and member of the Board at Kingfisher FM. The names of these interviewees 
were not recorded. The reason why only these members were interviewed is 
because they are collectively responsible policy formulation and operational 
functions of Kingfisher FM. 
 
The semi-structured interviews were recorder on a tape recorder and the results 
of these interviews were transcribed and presented as a narrative. In that 
narrative, the data was grouped is sections, according to the components of the 
theoretical business model, constructed in Chapter 3. The direct quotes from 
the interviewees were typed in italics. The discussion of the results of the semi-
structure interviews was done by analysing the narrative. The analysis of the 
narrative covered briefly the evolvement of Kingfisher FM and a role which a 
business model can play at that community radio station as it continues to 
evolve. Moreover, the analysis of the narrative discussed briefly how the three 
interviewees rated business best practices and important business factors. 
 
The findings of analysis of the narrative and the findings of the literature review 
led to a revised business model, whose components were discussed briefly. 
The summary of presentation and discussion of the research results concludes 
this chapter. 
 
 
5.2 PRESENTATION: THE NARRATIVE 
Kingfisher FM was established in 1995 to provide a 24 hours community sound 
broadcasting service which is aimed at the Christian community. It is non-profit 
organisation which is an Association Incorporated in terms of Section 21 
Company. Kingfisher FM is situated and is broadcasting from 34 Newton Street, 
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Newton Park, in Port Elizabeth. In 2000, Billy Paulson was appointed as the 
station manager of Kingfisher FM at the time when the station was experiencing 
difficulties and lost its broadcasting licence to a competitor (Billy Pulson.mht; 
2009). However, Kingfisher FM now holds a 5-year broadcasting licence 
(Kingfisherfm.co.za; 2008). 
 
Kingfisher FM is differentiated from other radio stations broadcasting in the area 
by more talk shows and predominantly gospel music play list. The station 
attracts an educated audience with a higher living standards measurement.  
Kingfisher FM commands a multi-racial listenership of 140,000. About 42 
percent of this listenership is male and 58 percent is female. The languages of 
broadcast are Afrikaans (42 percent), English (30 percent) and Xhosa (28 
percent). The age range of the listenership is as follows: 16-35 (43 percent), 36 
– 49 (29 percent) as well as 50 and over (28 percent) (Kingfisherfm.co.za; 
2008). 
 
Kingfisher FM does not broadcast to the entire Eastern Cape. Cities and towns 
which fall under the broadcasting coverage of Kingfisher FM include Port 
Elizabeth, Uitenhage, Despatch, St Francis Bay, Jefferey’s Bay, Addo, 
Kirkwood, Hankey, Patensie and Sundays River (Kingfisherfm.co.za; 2008).  
Kingfisher FM is an ideal community radio station as a case study for research 
because: 
• It has a good management structure and a diverse staff complement; 
• It has experienced some challenges with respect to community 
participation, broadcasting legislation and regulation; 
• It allowed the researcher access to its staff members. 
 
5.2.1 Reponses about Community 
The responses of the three interviewees on questions about Kingfisher FM and 
themselves are recorded below, in italics. 
 
Interviewee 1 
The general meeting was the last Wednesday before the interview with about 
60 percent of the expected people present. The community demographics were 
fairly reflected. There was an Annual General meeting a year before. The board 
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is fully representative as 65 percent is female and 70 percent is black. The 
community participates in on air programmes through churches doing ministries 
on air as well as phone-ins during programmes.  Feedback from listeners is 
through phone-ins, sms’es, faxes and surveys. Languages of broadcast are split 
at 50 percent English, 25 percent Afrikaans and 25 percent Xhosa. These 
languages started with from the inception of the station. 
 
Station covers community events like gospel concerts such as Northern 
Festival, fashion shows and creation of exposure for NGOs operating in the 
station’s area of broadcast. Before 2006 the station was perceived by the 
community as being fair but is now perceived as iconic. This is due in part to the 
board questioning whether the station adds value to people’s life, a decision to 
re-launch the station as Kingfisher FM and work on a solid brand strategy. The 
station has a constitution which was developed in 1995 by the founding 
members. The constitution mentions community involvement. 
 
Interviewee 2 
The last general meeting was a Wednesday before the interview. The 
attendance was not what was really expected, about 50 percent. The 
demographics were also not what were expected with the majority being whites. 
There were lots of proxies as well. There was an AGM a year before. The board 
is representative of the community but would like to see more people in the 
board with solid broadcasting background. Someone in the board should be 
able to relate very well with the operations of the station.  
 
On air-programme participation is ensured by topics and issues which are 
relevant to the community and they can phone in. The station cannot allow any 
one just to express any view on air. The feedback from listeners is by phone-
ins. The languages of broadcast are English, Afrikaans and Xhosa. The station 
covers a lot of community events by actual presence as well as announcing 
them free on air. Few examples are Christian Day at SAPS and Northern Arts 
festival. These events are publicised to the community. The perception of the 
community about the station is very good.  
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The station has a constitution which was probably developed by the board. The 
constitution mentions community involvement as well as that being in the 
licence conditions.  
 
Interviewee 3 
General meetings are done twice a year and it is where the station gets to know 
the community better. The most recent general meeting was two weeks before 
the interview. The attendance was acceptable and the demographics of people 
attending the meetings are becoming more and more reflective of the 
community the station is serving. There was an annual general meeting last 
year. The board is representative and those members who do not agree with 
some of the changes in the station, leave the board. The participation on air 
programme is consultation with listeners about topics that will be covered in the 
show. 
 
The feedback is received from the community by phone-ins, faxes, sms'es and 
through visiting different areas with the station’s caravan .Languages used are 
English, Afrikaans and Xhosa.  The station cover community events, most 
recently this interviewee was in a small town called Humansdorp for such a 
community event. The communities identify with the presenters of this 
community radio station to an extent of inviting them to their events. The 
community perceives the station as an icon of Christian values, the station is 
perceived as a solution. 
 
The station has a constitution which was drafted by the board and ratified by the 
community. The constitution binds the station to involve the community in all its 
operations.  
 
5.2.2 Responses about Mission and Vision 
Interviewee 1 
It is confusing sometimes to know what the vision is and what the mission is. 
The mission of Kingfisher FM  is to be iconic in terms of community radio. The 
vision of the station is to build relationships between people and God and 
relationships among people. Vision is that of the founders but they discussed it 
with the community. The mission and vision is well documented. The vision is 
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inspiring as the station focuses on local content in its news and programmes. 
The vision of the station is timeless. There are strategies in place to support the 
vision and mission. The policies are influenced by the vision and mission.  
 
The community participates in re-examining mission-related issues during 
general meetings. Being a community radio station means that, the station 
should listen to the community on a continuous basis. 
  
Interviewee 2 
The station has a mission statement and a vision which the interviewee could 
not recall. The mission and vision could have been developed by the board.  
The mission and vision might be re-examined in an upcoming strategic 
planning.  The customers are Christian families. The vision is documented. The 
vision could invoke more inspiration. The vision is not timeless but could be 
looked at from time to time to adapt it to the changing times. Nothing is 
timeless, everything evolves. There are clearly defined strategies in place to 
support the vision and mission. The mission and vision influence policy.  
 
Interviewee 3 
The mission of the station is to bring a relationship between people and God as 
well as relationships among families. The vision of the station is to see the 
station grow in the future. The mission and vision were developed by probably 
one person and he/she got a buy-in from the community. The mission statement 
states that the community are the customers. This interviewee finds the vision 
inspiring; it keeps the interviewee interested in waking up every day to serve the 
station and community. 
 
The interview believes that the vision is timeless as relationships are long term. 
There are strategies in place to support the vision and mission as the station 
continually plans for the future and identify things which might hinder the station 
from achieving its mission. The policies of the station are influenced by the 
mission and vision because they are developed with consultation with the 
community. The community is given platform to effect change in mission from 
time to time, since 1995.  
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5.2.3 Responses about Funding 
Interviewee 1 
The funding was 80 percent donations and 20 percent advertising. The funding 
from donors was erratic because as soon as there was economic difficulties, the 
people would cancel their debit order to the station. A decision was taken that 
the station change its funding model with 80 percent now being advertising 
revenue, 15 percent now being government grants and 5 percent being 
donations. The station does not do fundraising for the station as it does not 
want to be a burden to the community. The station does not accept monies from 
the liquor companies and gambling. 50 percent of the station’s expenditure 
goes to salaries and the other 50 percent goes the broadcasting service like 
transmitter signal. 
 
Sales staff is paid a commission. For every rand the station gets, the whole 
rand goes to the broadcasting service. The board of directors advises on the 
sourcing of funds. The station prepares annual financial statements. The station 
has long term relationships with its donors, following the station’s mission of 
building relationships. The internal financial control and accountability is 
ensured by following standard good governance principles. There are internal 
and external financial auditors. Two people sign any cheque. The financial 
information of the station is available to the public.  
 
Interviewee 2 
The sources of funding used to be mainly donations with some advertising 
revenue but this has now changed with advertising being the main revenue and 
donations forming a small portion. The station does some financial assessment. 
The station will not fundraise at gambling venues. The station concentrates on 
selective telethons. As a Christian station, it adheres to Christian principles. The 
biggest expenditure of the station is equipment and maintenance. Salaries do 
not necessarily make up the biggest expenditure. The sales people are paid on 
commission. 100 percent of the revenue goes to the core broadcasting.  
 
The community participates in fundraising. The board approves fundraising 
decisions. The station accounts for its finances to the stakeholders. The current 
donors have a good perception of the station and past donors had a bit of a 
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culture shock when Radio Kingfisher became Kingfisher FM. The move from 
ministering only to a lifestyle package might have made few donors leave. The 
financial controls are tight, everything is signed for and for some transactions 
people need double signature. The interviewee was not sure whether the 
station’s financial information is available to the public or not. 
 
Interviewee 3 
As NPO depended on donors/donations before through monthly debit orders 
but changed to mainly advertising income. Community is not willing to see the 
station close through lack of funds to an extent that even pensioners make 
monthly debit order donations to the station. The interviewee not sure of the 
split but could now be 50/50 between donor funding and advertising revenue. 
The station does not do fundraising events for the station as they do not want to 
be seen to be asking too much from the community but the station helps 
community organisations to fundraise. The station does not accept donations 
and funds from the lottery or liquor companies as that will clash with the mission 
of the station.  
 
The biggest expenditure is purchasing of broadcasting equipment and 
upgrading of the broadcasting studios. The station marketers/sales people are 
paid a salary plus commission. Half of the station’s revenue is used for the 
broadcasting service. The board advises in fundraising issues and some board 
members donate to the station. The station does a financial report from time to 
time. The donors who support the station are proud of the station as it is 
inspirational to them The financial control is done through making sure that a 
transaction is signed for by two people. The financial information is not 
necessarily available to the public but any member of a community with a valid 
reason to want to see the station’s financial information will have access to it. 
 
5.2.4 Responses about Service Provision 
Interviewee 1 
The station offers family lifestyle broadcasting service with 60 percent  talk and 
40 percent music. Programmes cater for all age groups. There is a specific 
programme during the week that caters especially for disabled people. The 
monitoring of the broadcast service is done by two programmes managers, one 
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for Xhosa programmes and the other for the English and Afrikaans 
programmes. The quality of the programme is done by assessing the 
performance of the presenters. Compliance with regulation is ensured through 
monitoring of programmes. The relationship with Icasa has improved from what 
it was before. Icasa now considers Kingfisher FM to be an exemplary 
community radio station.  
 
Staff is recruited through advertising, word of mouth and some people simply 
come to the station on their own accord. The station looks for some qualities 
from the people it recruits. There are no positions reserved for locals. The 
station uses volunteers from time to time. Volunteers account to 5 percent of the 
staff. The station decided to pay most of its staff members to get motivated and 
avoid using volunteers as they have a high turnover rate. The station has a 
disabled presenter. The station offers its staff broadcasting training and 
employees are also trained externally in disciplines like sound engineering. The 
performance appraisal of staff is an ongoing process. The station is in 
developmental partnership with the Municipality, the Health Department and is 
in partnership with Emanuel Haven in Motherwell, PE to set up a community 
radio station there.  
 
Interviewee 2 
The station offers a broadcasting service. The programming mix is 60 percent 
talk and 40 percent music. The 60 percent talk is divided to 30 percent English, 
15 percent Afrikaans and 15 percent Xhosa. The station has a staff member 
who is disabled and presents a programme covering issues of disabled people. 
The quality of the broadcasting service is monitored by the programme mangers 
listening to shows and they analyse each show and give presenters feedback. 
The quality is measured by appraising the presenters on regular basis. The 
Icasa regulations are adhered to religiously. The relationship with Icasa is good. 
There was a little bit of acrimony between the station and Icasa but after that 
credibility of the station with Icasa increased. After that episode, stability 
prevailed at the station. 
 
The staff is recruited through voice-testing, advertising and people come in. 
There are no positions reserved for local people. The locals would be preferred 
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but if they are not up to scratch then non-locals would be preferred over them. 
The station uses volunteers; their percentage is about 20 percent. The station 
recruits disabled staff, there is 1 out of 40. The staff is trained both internally 
and externally in broadcasting, and currently the station is training people who 
might be staff members of an Emanuel Haven in Motherwell. The station is in 
developmental partnerships with the municipality and provincial government. 
Health Talk is a programme funded by the national health department. The 
station talks to the Municipality every Tuesday and Thursday afternoons.  
 
Interviewee 3 
The station offers a broadcasting service of Christian values. The programmes 
are educational, informational and entertaining. There is 40 percent music and 
60 percent talk. The programming caters for people with disabilities as there is 
one such programme in the week which is presented by a wheelchair bound 
lady. The station monitors the quality of its broadcasting service by managers 
listening to programmes and getting feedback on them. Icasa also monitors the 
programmes. There are two managers; one monitors the Xhosa programmes 
and the other monitors the English and Afrikaans programmes.  
 
The quality of the broadcasting is measured by evaluating presenters and there 
are technicians who ensure that the transmitter is always functioning properly. 
Compliance with the community broadcasting regulation is ensured by catering 
for the community. The station has a good relationship with Icasa. Few weeks 
before the station presented financial statements and recordings to an Icasa 
representative who was impressed with the stations compliance with regulation. 
This relationship was once strained because of a frequency which was lent to 
the station by Icasa. That was a time of uncertainty. However, after this problem 
was sorted out, there was stability in the station. 
 
The staff is recruited through advertising, word-of-mouth. It is easy to recruit 
presenters by hearing them speak and the station has a broadcasting school. 
The station does not reserve positions for locals, the interviewee is from 
Durban. There is a 30 percent volunteer compliment in the station. The station 
welcomes disabled staff members. There is 1 disabled employee out of 40 
employees. The staff is trained in broadcasting, sound engineer and journalism. 
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The performance of staff is measured as a team, not individually. The station 
and  the government teach  people about the economic empowerment.  
 
5.2.5 Responses about Service Marketing 
Interviewee 1 
The customers of the station are listeners and advertisers. The station markets 
itself to the advertisers for sales and its listeners for listenership. The service is 
broadcasting and the product is an in-house magazine. The station has a 
marketing plan. The station does public relations. The station attends business 
expos. There are no billboards for the station. Advertising of liquor, cigarettes, 
gambling and sex-related products is prohibited at the station. This is because 
of the community licence conditions and family lifestyle focus which the station 
has. 
 
 The marketing of the station is constantly evaluated. The new business of the 
station comes from advertising and presenters’ appearance fees. The 
competitive advantage of the station is provision of meaningful talk to the 
listeners. There are sales targets for marketers and incentives are given to them 
to ensure that targets are met. The competitors are Algoa FM and public 
broadcasters. The market leader of the region is Algoa FM. 
 
Interviewee 2 
The customers of the station are in the LSM 5-10, families and multi-racial. The 
station markets to its customers. The service of the station is broadcasting and 
a product of the station is the People Talk magazine. The interviewee was not 
sure if the station had a marketing plan or not. The station markets itself over 
the internet. The station does public relations and publicity, as all the station’s 
cars are branded. The station also advertises itself in its magazine. Advertising 
of gambling and liquor is prohibited at the station. 
 
The station constantly evaluates its marketing but interviewee was not sure 
about the measurement. The current new business of the station comes from 
business. The station’s competitive advantage is being 99 percent local, having 
good, clean and refreshing advertisements. The fact that the station is a family 
lifestyle station as against a commercial radio station or a public radio station 
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gives the station a competitive advantage. Interviewee was not sure about sales 
targets and how the station ensures that those are met. The competitors of 
Kingfisher FM are Algoa FM, Metro FM and Umhlobo Wenene FM. The market 
leader is Algoa FM as it is a multi-million rand turnover company. 
 
Interviewee 3 
The customers of the station are the community members and the station 
markets to everyone including doctors who read the station’s magazine. The 
business of Kingfisher is ministering to listeners. Moreover, it teaches Christians 
tips on how to create wealth. Apart from the broadcasting service, the magazine 
is also a product of the station although it is published by a separate entity from 
the station. The station has a marketing plan and uses the internet. The station 
does not do public relations. The station does publicity through driving around 
on a bus. The station does business expos.  
 
The station advertises itself on newspapers and billboards. Lottery and liquor 
are not advertised at the station. The station constantly evaluates its marketing. 
Magazine is another way of marketing the station. Before, marketers just used 
brochures, but now they can use the magazine. Most of the station’s new 
business comes from small to medium business and big business is also 
starting to take note of the station. The competitive advantage of the station is 
that it is driven by Christian values. There are sales targets for the station and 
when management does its reports, it informs people whether the Account 
Executives are meeting their targets. The competitors are KQ FM, Bay FM and 
Algoa FM. The market leader is Algoa FM. 
 
5.2.6 Responses about a Business Model 
Interviewee 1 
Interviewee was not sure what a business model is. He believes that a business 
model consists of action plans for all the operations of the station. The core 
capability of the station is broadcasting. The target market is families. The key 
resources that the station needs to provide a broadcasting service is good 
equipment, trustworthy management, and human resource and well trained 
presenters. The relationships that the station has with customers is  enhanced 
by giving advertisers added value interviews in addition to their advertisements 
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and for the listeners, the station gets prizes to give away to listeners during on-
air competitions. The revenue streams are advertising revenue, donations and 
government grants. All the revenue goes straight to broadcasting. 
 
The transformation process consists to some extent of production although 
some presenters produce their own shows. The music is compiled for them and 
the jingles are also recorded for shows. The programme managers create a 
show clocks for the shows as the show directive. The transmitter site is also 
maintained to ensure uninterrupted broadcast. The outputs of the station are 
programmes, adverts and the magazine. The station has business alliances 
with Honda, Mahindra and Hi-Lite Magazine, Y Magazine, Best of the Bay 
magazine. 
 
Interviewee 2 
The interviewee knew what a business model is but was not sure if the station 
had one. The core capability of the station is broadcasting. The target 
customers are 25-49, multi-racial and across gender. The resources that a 
station need to provide its broadcasting service is music software, well trained 
and good presenters as well as equipment. The station has a good relationship 
with its customer. Technology is a key component of the station’s offering. The 
revenue stream is donations and advertising revenue.  All revenue goes to the 
broadcasting service. 
 
The transformation phase consists of good music selection and some 
production. The outputs are programmes as well as presenters appearances. 
The station has business alliances with Honda. 
 
Interviewee 3 
The business model is a way of doing business successfully. The feedback that 
the station gets informs it that it has a good business model. The station’s core 
capability is focusing on its customers. The station targets all people but 
programmes cater for a particular age range each. The resources that a station 
needs are finances to renovate and possibly have a television channel. The 
station would like to have its own building. The station has a good relationship 
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with its customers as few complaints are received. The technology is important 
in any station. Without technology, the station does not exist.  
 
Revenue stream is donors and advertising. For every rand, 50 cents go to 
broadcasting itself. The other 50 cents go to equipment and refurbishing. Some 
shows have producers, other shows do not. The output of the station is the 
programmes and the magazine. The station has business alliances with 
Mitsubishi/Canter, Honda and Mahindra. 
 
5.2.7 Personal Questions for Management/Board 
Interviewee 1 
Interviewee 2 is a white male of 37 years of age with 2 B degrees. He has been 
with the station for over 2 years. What attracted him to the station was a desire 
to be a radio presenter. The station’s success is the turning around of the 
station to be a valuable and sustainable radio station for the community. The 
failure is that it took about 15 years to achieve that. He has no business 
training. He sees himself still being involved in community broadcasting in 5 
years time. He has seen lots of changes like the company culture, employee 
satisfaction levels are at an all time high, the broadcasting service quality has 
improved. A community radio station should have a business model as it might 
improve the operations of that station. 
 
Interviewee 2 
The interviewee has been with the station for just over a year. The interviewee 
is a white female of 60 years of age. She has a postgraduate qualification. She 
was recruited after retiring from a commercial radio station. The success of the 
station is a great team. She has no business training. She sees herself at 
Kingfisher in 5 years time. There have been many changes that she has seen 
and made like training, control, better music selection and station identity. She 
believes that a community radio station should have a business model as this 
might improve operations. 
 
Interviewee 3 
The interviewee has been with the station for 7 years, has matric and N6 in 
Human Resources, and is a female of 40 years of age and Black. The 
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interviewee was attracted to the station by its values and the station offered her 
growth in broadcasting. The interviewee sees the success of the station as 
being its relentless focus on its target customers. She has some business 
training. She sees herself as a manager if 5 years time. She has seen changes 
for the better in the station since arriving. Although some of the changes 
resulted in some people resigning from the station. It is not necessarily good for 
a community organisation to be run like business but the station needs money. 
As long as such an organisation does not forget that it serves the community. 
 
 
5.3 DISCUSSIONS: ANALYSIS OF THE NARRATIVE 
The analysis of the narrative will discuss the findings of the research interviews 
into four themes, namely: 
• The evolvement of a Kingfisher FM; 
• The role of a business model at Kingfisher FM; 
• The knowledge of the broadcasting landscape; 
• The rating of business model components and best practices. 
 
The analysis of the narrative (findings of the semi-structure interviews) about 
the way a case study community radio station conducts its operations and the 
findings of the literature review about a theoretical business models of a 
community radio station will be combined to produce a revised and final 
business model for a community radio station.  
 
5.3.1 The Evolvement of Kingfisher FM 
Kingfisher FM started as a Christian station in 1995 but has slowly changed into 
a lifestyle community radio catering for Christian families.  For a short profile of 
the station see Annexure 2. The station will be having a strategic planning 
where the mission statement and vision will be discussed. 
 
 The revenue stream of Kingfisher FM changed from being 80percent donations 
and 20percent advertising revenue to being 80percent in advertising revenue, 
15percent in government grants and 5percent in donations. This change 
resulted in the station being able to refurbish its studios, purchase new 
technology and software as well as diversify its services and products. The 
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recruitment of a staff member who retired from a commercial radio stations and 
the changes that this staff member made or suggested could have promoted a 
professional look and sound at the station.  
 
The station had a period of uncertainty about its licence because of a frequency 
which was loaned to station by Icasa. However, Kingfisher FM was awarded a 
5-year licence, ensuring stability in the next five years. Kingfisher FM started of 
as a fair Christian community radio station but has grown into an iconic 
community radio station of Christian values. 
 
5.3.2 The Role of a Business Model at Kingfisher FM 
The interviewees were asked questions which were aimed at: 
• establishing whether they know what a business model is; 
• establishing whether Kingfisher FM has and uses a business model; 
• eliciting from them information about the building blocks of business 
models which were identified in the literature review.  
 
Two of the interviewees were not certain what a business model was. One of 
the interviewees defined a business model as a set of action plans of all 
operations of the station. The core capability of Kingfisher FM is broadcasting. 
The value proposition of the station is lifestyle programmes for families. The 
target market of the station is multi-racial families. The service provision of the 
station depends on technology. The resources needed by the station are good 
equipment, trustworthy management, human resource and well trained 
presenters. The cost structure of the station is simple as all revenue is used for 
the purpose of broadcasting. The revenue streams are advertising revenue, 
government grants and donations. 
 
Seemingly, Kingfisher FM neither has nor uses a business model within the 
organisation. This does not mean that the station is not run like a business, to 
the contrary it is. What the station seems to have is a business plan. The 
effectiveness of the operations of the station is ensured by tight control systems 
which are in place. The performance measurement is done by appraising 
presenters and benchmarking the quality of the sound of the station. The 
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sustainability of the station is enhanced by minimising the role of volunteers as 
their turnover rate is high.  
 
All the interviewees were in agreement that a business model would be 
appropriate for a community radio station such as theirs. There was consensus 
among the interviewees that the business model developed by the researcher 
might increase the success of running their station as a business. However, one 
interviewee caution against forgetting about the community in that quest to 
operate like a business.   
 
5.3.3 The knowledge of the broadcasting landscape 
It is important that the leadership and management of any organisation to be 
aware of legislation, commissions and forums within their sector.  The 
interviewees were asked to indicate their knowledge of these issues which were 
identified in the literature review. Their responses of the interviewees are shown 
in Table 5.1 below. 
 
Table 5.1 Responses about broadcasting landscape 
 Interviewee 1 Interviewee 2 Interviewee 3 
IBA Act No.153 of 1993 Yes Yes Yes 
Broadcasting Act No.4 of 
1999 
Yes Yes Yes 
King Commission on 
Corporate Governance 
No Yes No 
National Community Radio 
Forum 
Yes Yes No 
World Association of 
Community Broadcasters 
(AMARC) 
Yes Yes Yes 
 
The results indicate that two of the interviewees were not aware of the King 
Commission on Corporate Governance and one interviewee was not aware of 
the National Community Forum. The interviewees were also in agreement about 
the importance of complying with their community broadcasting licence 
regulations which are monitored by Icasa. 
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5.3.4 The Rating of Business Model Components 
The interviewees were asked to rate the components of the theoretical business 
model which was deconstructed form the literature review. One represented the 
most important component and five represented the least important component. 
The ratings of the interviewees of these components are shown in Table 5.2 
below. 
 
Table 5.2 Rating of business model components 
 Interviewee 1 Interviewee 2 Interviewee 3 
Funding 3 3 4 
Mission and Vision 1 4 2 
Service Provision 2 1 3 
Service Marketing 4 5 5 
Community 5 2 1 
 
The results indicate that ratings of the interviewees vary. The interviewees were 
not in agreement about which of the components is the most important and 
which one is the least important. Interviewee 1 rated mission and vision as 
being the most important component and community as being the least 
important component.  This result is interesting, as Kingfisher FM is a 
community radio station, hence one would not expect community to be rated as 
a least important component of a business model of a community radio station. 
 
Interviewee 2 rated service provision as being the most important component 
and service marketing as being the least important component. Interviewee 3 
rated community as being the most important component and service marketing 
as being the least important component. This result is to be expected as 
community organisations which spend most of their money on marketing their 
service might be accused by donors of not channelling their funds to their core 
social service. 
 
5.3.5 The Rating of Best Practices 
Best practices form a basis for a business model. Hence the interviewees were 
asked to rate five best practices which were some of those identified in the 
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literature review. The ratings of the interviewees of these five best practices are 
shown in Table 5.3 below. 
 
Table 5.3 Rating of best practices 
 Interviewee 1 Interviewee 2 Interviewee 3 
Strategic Planning 3 4 4 
Financial Management 1 1 2 
Collaborative partnerships 5 5 3 
Governance 2 2 5 
Human Resources 
Management 
4 3 1 
 
Interviewees 1 and 2 were in close agreement in their ratings of the best 
practice with financial management being rated the most important best practice 
and collaborative partnerships being the least important best practice. 
Interviewee 3 rated Human Resource Management as being the most important 
best practice and Governance as being the least important best practice.  
 
This result supports the fact that Interviewee 1 and 2 are in management but 
Interviewee 3 is in management and the board of the station. Management 
would be more concerned with finances but the board of a community radio 
station would be more concerned with its employees who are part of the 
community that is being served by the station. The researcher noticed a 
correlation between Interviewee 3’s non-awareness of King Commission on 
Corporate Governance and her rating of Governance as being the least 
important best practice.  
 
 
5.4 THE REVISED BUSINESS MODEL 
The discussion and the analysis of the narrative led to the revision of the 
theoretical business model. The revised model included Resources and 
Finances; Community was replaced by Community Participation; the Service 
Marketing and Funding were combined into Marketing and Fundraising; Service 
Provision was replaced by Services and Products.  
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The revised business model is shown in Figure 5.1 below. 
 
Figure 5.1 A revised business model for a community radio station 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
5.4.1 Community Participation 
Community participation is the most important component of the business 
model of a community radio station. Community members, leaders, 
organisations and professionals can participate in a community radio station. 
The participation of the community should be on a regular basis not 
occasionally. The community must participate in the production and 
development of programmes through listeners’ forums. Feedback from the 
community should be used to ensure that the needs of the community are 
satisfied. Complaints from the community should be given serious attention. 
 
Community participation can encourage donors to fund the station. Through 
community participation, the community members gain skills and the community 
becomes self-reliant. A community radio station which ignores community 
participation is not only violating its licensing conditions but is risking having its 
broadcasting licence revoked. 
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5.4.2 Mission and Vision 
Mission and vision is the second most important component of the business 
model of a community radio station. The mission statement and the vision a 
community radio station should be developed with the community. The mission 
statement should influence the policies of a community radio station. The 
mission statement of a community radio station should influence all the 
operations of the station.  
 
Moreover, all the operations of the community radio station should aim at 
achieving the vision of the station. The vision of a community radio station 
should inspire the community. The vision of a community station should ideally 
be timeless. However, both the mission statements and vision should be re-
examined sometimes. A strategic planning session can be used to discuss 
mission and vision related issues. This should be done with the active 
participation of the community. 
 
5.4.3 Stakeholders 
The stakeholders are the fourth most important component of the model. The 
stakeholders of a community radio station are the government, donors, 
advertisers and community members. The government provides the community 
with a grant to start the community radio station. The donors also provide 
financial assistance as well as capital equipment. The community members 
donate their time and labour to the community radio station. 
 
5.4.4  Finances 
Finances are the fourth most important component of the business model of a 
community radio station. Without finances a community radio station might not 
be able to meet its social obligations. Advertisers and donors would want to 
associate themselves with a station that is making a difference in the 
community. Money should not be prioritised over and above the needs of the 
community and their vision of the station. 
 
Finances could come from any source but the donors should not be engaged in 
activities are which are against community good. For instances, a community 
radio station should not accept donations of money from proceeds of crime. A 
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community radio station should ideally have a mixed revenue stream. The 
revenue should be used for capital expenditure and operational expenses. The 
biggest operational expense should ideally not be salaries. Most of the 
community radio station revenue should be used for the broadcasting service 
itself. A community station should have tight financial controls in place. Good 
corporate governance can make this possible. The community radio station 
should account for its finances to all its stakeholders. Audited annual financial 
reports should be available to the public. 
 
5.4.5 Resources 
Resources are the fifth most important component of a business model of a 
community radio station. To some extent, resources depend on the availability 
of finances. Some resources might be donated, for example, the broadcasting 
equipment. But yet again, the donors of the equipment would like to know which 
community they are donating the equipment to and how will the radio station 
impact the lives of that community. Some of the resources might be free, for 
example, human resources. The board members and some staff members 
might be volunteers. The community can also donate all sorts of items to the 
station, from recordable compact discs to original compact discs. 
 
Management is another resource and it is important for management to 
understand the national broadcasting landscape. Management should recruit 
the right people. Good human resource management can assist here. All the 
resources should primarily be used for the community broadcasting service. 
However, members of the community may borrow some of the resources of the 
station as long as there is a system that is used to make sure that resource are 
not a monopoly of certain individuals. A community radio station should have an 
asset register in place and account for its assets and resources to the 
community and stakeholders. 
 
5.4.6 Services and Products 
The fifth most important component of a business model for a community radio 
station is Services and Products. The primary service of a community radio 
station is a community broadcasting service. The needs of the community 
should inform a community broadcasting service. A development and the 
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delivery of a service of a community radio station involve its consumer, the 
community members. The needs of the community should be satisfied by this 
service. Community participation can make this possible. Radio programmes 
like music shows and talk shows are some of the services of a community radio 
station. Outreach programmes can come out of theses programmes through 
discussions between the station and the community on and off air. The local 
community and national news are also provided by a community radio station. 
 
Community radio stations can also manufacture or outsource manufacturing of 
products like promotional merchandise with the symbol and motto of the station. 
These could be in the form of key rings, calendars, mugs, magazines, 
newsletter, t-shirts, caps and diaries. These promotional merchandise could be 
sold or given away free of charge. Some community radio stations, such as 
Kingfisher FM, have an in-house broadcasting school where they train staff of 
other community radio stations. This can be done free of charge or for a 
nominal fee. The revenue from these could be used to purchase some 
resources for the station. The popular presenters of a community radio station 
can make guest appearances at community events. 
 
5.4.7 Customers 
The community members are the biggest customers of a community radio 
station because the broadcasting service which is provided by a community 
radio station is directed at them. Advertisers are also customers as they buy air 
time from a community radio station in exchange for having their products 
advertised. Collaborative partners such as all tiers of government and 
community organisations are customers of a community radio station. They use 
the community radio station as a platform to inform the community about their 
programmes and social services. The government pays the community radio 
station but community organisations do not pay necessarily.  
 
5.4.8 Marketing and Fundraising  
The least important component of the business model of a community radio 
station is marketing and fundraising. There is still scepticism against 
organisations which market social services they provide. Marketing should be 
done, but is should be tactical. Goals for the marketing must be quantified from 
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the onset and they results of the marketing must be measurable. Marketing 
campaigns should be targeted at the community radio station’s target market 
and customers. Social marketing campaigns of a community radio station 
should be infomercials discouraging people from taking drugs, abusing alcohol 
and committing crime.  
 
The tough economic times are causing individual and corporate social spending 
to shrink. It is advisable that community radio stations restrict funding as a 
revenue stream to the minimum, like Kingfisher FM has done. Hence, 
collaborative partnerships and business alliances are important. The fundraising 
events should be informed by the mission statement and vision of the station. A 
community radio station should assist other community organisations to 
fundraise. A community radio station should avoid soliciting funds from poor 
members of the community who would rather spend their money on basic 
necessities. Poor members of the community should rather donate their time to 
the community radio station, instead of money.  
 
 
5.5 CONCLUSION 
This chapter presented the results of the semi-structured interviews with three 
interviewees in a narrative.  The analysis of the narrative was discussed in four 
themes, namely: the evolvement of Kingfisher FM; the role of a business model 
at Kingfisher FM, the knowledge of the broadcasting landscape; and the rating 
of best practices. The findings of the literature review about a theoretical 
business model of a community radio station and the findings of the semi-
structure interviews about how a case study community radio station conducts 
its operations were combined to improve the theoretical model of a community 
based organisation to a revised business model for a community radio station. 
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    CHAPTER  6 
                       CONCLUSIONS AND RECOMMENDATIONS 
 
6.1 INTRODUCTION  
The purpose of this chapter is to summarise the findings, deductions and 
viewpoints arising from the research study of the development of a business 
model for a community radio station. The summary will be used to provide 
conclusions. The summary will consist of: 
• Brief discussion of the purpose of and rationale for the research study; 
• Restating of the main problem and sub-problems; 
• Brief discussion of the findings of the literature review; 
• Brief discussion of the findings of the empirical study. 
The summary will provide conclusions and recommendations for further 
research will be made from those conclusions.  
 
 
6.2 PURPOSE AND RATIONALE FOR THE RESEARCH STUDY 
The purpose of this research was to develop an appropriate business model for 
a community radio station, which can improve its operational effectiveness and 
ensure its sustainability. 
 
Community radio stations are community-based and non-profit organisations 
which mostly apply for funding from donors, to be able to provide their services. 
Fund applications undergo a competitive review process (UP.com; 2008).  The 
management and operations of community-based organisations are scrutinised 
before funds are granted by the donors.  The Department of Social 
Development requires a business or service proposal with every application for 
funding (services.gov.za; 2008). After the granting funds to community-based 
organisations, donors insist on good governance and accountability for the 
funds. An organisation which is applying for funds should agree to undertake 
organisational capacity assessment after funding (MSCISA.org.za; 2008).  
 
Donor funds are sometimes not enough for these community-based 
organisations to provide their social services. The problem of insufficient 
funding from donors continue to hamstring progress in fighting social problems 
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(Mutasa; 2008). This threatens the sustainability of these community based 
organisations. Thus, there is a need for a community-based organisation like a 
community radio station to perform its operations like a business. Hence, an 
appropriate business model may improve the operational effectiveness of a 
community radio station and ensure its sustainability. 
 
 
6.3 RESEARCH PROBLEM AND SUB-PROBLEMS 
The main research problem was stated as: 
 
How can the development of a suitable business model for a community 
radio station help it to improve its operational effectiveness and ensure 
sustainability? 
 
The sub-problems which had to be solved in order to solve the main problem 
were stated as: 
 
• What does the literature reveal about broadcasting and community radio 
stations? 
• What does the literature reveal about business models? 
• Which business models can be applied or adapted for a community radio 
station? 
• How can an integration of answers to the above sub-problems be used to 
develop a suitable business model for a community radio station? 
 
The first sub-problem was answered in Chapter 2. The second and third sub-
problems were addressed in Chapter 3. The fourth sub-problem was addressed 
in Chapter 5 by looking at what literature reveal as being important issues in the 
operations of community radio stations. These formed components of a 
theoretical business model. Answers from interviewees led to the improvement 
of the theoretical business into a revised business model.  
 
6.4 RESULTS OF LITERATURE REVIEW 
Community radio stations are regulated by Icasa under the Icasa Act No.13 of 
2000. There are more similarities among community and public radio stations 
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than among community and commercial radio stations. However, the 
community and public radio stations are not direct competitors. Some 
community radio stations operate similar to community-based organisations and 
their operations are sometimes not effective. They are governed by a board of 
directors and management looks after daily operations. The biggest challenge 
of community radio stations is funding. This impairs the operations of 
community radio stations and is a threat to their sustainability. 
 
Business models were initially thought of as being suitable only for the 
manufacturing industry but they are now used in the service industry. A 
community radio station offers a community broadcasting service. A service 
system and service marketing are important for service organisations. Best 
practices are building blocks of business models and service organisations 
follow best practices to stay competitive. However, a service organisation can 
deal best with competitive environment by understanding Porter’s Five Forces. 
A service organisation can also use a value chain analysis to understand the 
behaviour of costs and sources of differentiation. The literature review revealed 
few types of business models. 
 
 
6.5 RESULTS OF THE EMPIRICAL STUDY 
Kingfisher FM started out as a Christian community radio station providing on-
air ministry but is now an iconic community radio station providing lifestyle 
programming of Christian values to families.  
 
The station’s main source of finance is advertising. The station currently holds a 
5-year Christian community broadcasting licence. Although Kingfisher FM is 
operated as a business, it does not have a business model. The management 
team and the board were not entirely sure what a business model was but they 
mentioned business issues which were building blocks of business models. 
Their knowledge of broadcasting landscape was good. The management team 
and the board varied in their rating of the components of a theoretical business 
model. The management team differed slightly with the board on the rating of 
best practices. 
 
 105 
The management team and the board suggested additional components and re-
wording of some of the components of the theoretical business model for a 
community radio station. This led to a revised business model with the following 
components: 
• Community participation; 
• Mission and Vision; 
• Stakeholders; 
• Finances; 
• Resources; 
• Services and Products; 
• Customers; and 
• Marketing and Fundraising. 
 
The management team and the board were in agreement that the revised 
business model would be appropriate for a community radio station. Moreover, 
there was consensus among them that the business model might increase the 
chances of success in running any community radio station as a business. 
 
 
6.6 CONCLUSION 
If community participation exists and the mission as well as the vision of the 
community radio station influence all the policies and operations of a community 
radio station then there would be good governance and operational 
effectiveness at that community radio station. The station would provide a better 
community broadcasting service and have a better relationship with its 
stakeholders. The community, donors, advertisers and collaborative partners 
would support the community radio station with volunteering, sponsorship and 
finances. The community radio station would then be able to retain, maintain 
and acquire the resources it needs to continue providing a community 
broadcasting service. Sustainability would be enhanced. 
 
Thus, the findings of this research study lead to the conclusion that a 
development of an appropriate business model for community radio station 
might improve its operational effectiveness and ensure its sustainability. 
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6.7 RECOMMENDATIONS 
It is imperative that community radio stations re-examine how they conduct their 
operations with emphasis on ensuring community participation. The board and 
management of a community radio station should: 
• rate community participation above everything else as this would ensure 
that the mission and vision of the station resonate with every operation 
of that community radio station; 
• ensure that the community is consulted when decisions are made and 
their active involvement is guaranteed in developing programmes which 
address the issues of the community because it is a disservice to the 
community to appeal to it to petition for a need for a community radio 
station and then exclude them after a community radio licence has been 
granted in their name.  
 
Moreover, the management and board members should : 
• receive some kind of training in business and know what a business 
model is and how it differs from a business plan; This is important as it 
would ensure that the management and board would be competent in 
adapting a suitable business model to the operations of their station; 
• enforce a code of conduct and adopt a business-like approach. This can 
be achieved by involving more community professionals in the 
governance of the station; 
• ensure that programmes are primarily developmental and revenue 
making should be secondary. 
 
Presenters, producers, newsreaders, journalists and the technical team should: 
• be given proper and relevant training. This helps with their competence 
and future prospects; 
• be professional on and off-air. This is good for the image of a community 
radio station; 
• be discouraged from competing with their counter parts of commercial 
and public radio stations. Instead, they must learn from and share best 
practices with them; 
• ensure that the programmes are educational and informative; This is 
crucial for community development. 
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Financial control and proper utilisation of resources should be ensured by :  
• recording accurately all the station’s financial transactions. The system 
of double or triple signatures for transactions may be used; 
• presenting audited financial statements during general meetings and 
annual general meetings. This will prove that the station is accountable 
to its stakeholders; 
• keeping an accurate asset register. Any asset of the station which is out 
on loan to a member of a community or a community organisation must 
be accounted for properly. 
 
The community radio sector should explore the possibility of syndication of 
some community radio programmes to cut programming costs. There is a need 
to extend the research to a wider field of community media organisations such 
as community newspapers, community IT Centres and community television 
stations.   
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Annexure  
 
Annexure C      Interview Schedule 
 
     QUESTIONS ON THE PROPOSED BUSINESS MODEL 
    Community 
• When did the last general meeting or forum take place at the station? How 
was the attendance and community demographics? 
• Did you have an Annual General Meeting last year? 
• Is your board representative of the community? Explain. 
• If yes, how? 
• How do you ensure community participation in your on-air programmes? 
• How does feedback from the listeners influence your programmes? 
• How do you ensure active community participation in your station? 
• In what language/s was your broadcasting service? What languages is it in 
now? What prompted the change, if any? 
• Do you cover community events? 
• If yes, which ones? 
• What is the community’s perception of your station? 
• Do you have a constitution? 
• If yes, how was your constitution developed? 
• Does your constitution mention ways for community involvement? 
 
 
      Mission and Vision 
• Does your station have a mission statement?  
• If yes, what is the mission of your station in your own words? 
• Does your station have a vision?  
• If yes, what is the vision of your station in your own words? 
• How was the mission statement and vision developed? Explain. 
• Does the mission statement identify your customers and their needs? 
• Is the vision well document? 
• Is the vision inspiring to you? Explain. 
• Is the vision timeless? Explain. 
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• Do you have clearly defined strategies in place that support your mission 
statement and vision? What are they? 
• Does you station use the mission statement and vision in policy and strategy 
decisions? How? 
• Is there a formalised process to foster active community participation in 
examining mission-related issues? What does that process entail? 
 
 
Funding 
• What are your station’s sources of finance and their percentages? 
• Does your station do periodic financial needs assessment? How often? 
• How does your station’s mission statement and vision influence your 
fundraising? 
• Do you have fundraising targets? How do you ensure that these are met? 
• Are there any funds or in-kind donations which you do not accept? Why? 
• What are your station’s expenditure and their percentages? 
• How do you compensate your fundraising personnel? 
• What percentage of each rand is used for your core broadcasting service? 
• Does the community participate in your fundraising activities? How? 
• Is your board involved in planning and execution of fundraising? 
• Does your station account for its finances to stakeholders? 
• What are the perceptions of pas and current donors about your station? 
• How does your station ensure financial control and accountability? 
• Is your station’s financial information available to the public? 
 
 
Service Provision 
• What broadcasting services do you offer? 
• What is your programming mix developed? 
• Does your programming mix includes programmes for people with 
disabilities? 
• How do you monitor the quality of your broadcasting service? Explain. 
• How do you measure the quality of your broadcasting service? Explain. 
• How do you ensure compliance with community broadcasting regulation? 
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• What is your station’s current relationship with Icasa? 
• How was your station’s relationship with Icasa before? 
• If the relationship changed, how did this affect your service provision? 
• How does your station recruit its staff? 
• Do you have positions reserved for local voices or personalities? 
• What percentage of your staff are volunteers? 
• Do you actively recruit disable staff? 
• What percentage of your staff are disabled? 
• What training do you offer to your staff? 
• How do you measure the performance of your staff? Explain. 
• Does your station have developmental partnerships with different tiers of 
government? Explain. 
 
 
 Service Marketing 
• Who are your customers? 
• Who are you marketing to? 
• Describe your business? Products? Services? 
• Do you have a marketing plan? 
• Does your marketing plan cover the internet? 
• Does your marketing plan cover public relations/publicity? 
• Does your marketing plan cover business expos? 
• Does your marketing plan cover billboards? 
• Does your marketing plan cover advertising? 
• Which advertising is prohibited by your station? 
• If any, why? 
• Is your current marketing effort measured? How? 
• Where does your current new business come from? 
• What would you say is your station’s competitive advantage? 
• Do you have sales targets for your station? 
• How do you ensure that these sales targets are achieved? 
• Who are your competitors? 
• Who are market leaders in your area? 
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Business Model 
• Can you explain in your own words what a business model is? 
• Do you have a business model? 
• What are your station’s core capabilities? 
• What are your target customers? 
• What key resources are needed to provide your service? 
• What relationship have you established with your customers? 
• Is technology a key part of your core business activities? How? 
• What are your revenue streams? Explain. 
• What is your cost structure? Explain. 
• Explain the key activities in the transformation phase of your business? 
• What do you consider to be your outputs? Explain. 
• What business alliances does your station have? Explain. 
 
 
 PERSONAL QUESTIONS FOR MANAGEMENT 
How long have you been with the station? 
Education : 
Age: 
Gender: 
Race: 
What attracted you to the station? 
What do you consider to be your station’s notable success/failure? 
Have you received any business training? 
Where do you see yourself in five years time? 
Have you seen any changes to the station since you arrived? 
If yes, what are they? 
Knowing what a business model is, do you think is it appropriate for a 
community organisation like your station to have one? Why? 
Can the business model suggested for a community radio station, improve the 
effectiveness of a community radio station? 
Do you have a working knowledge of the following legislation and institutions: 
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  Yes/No 
IBA Act No. 153 0f 1993  
Broadcasting Act No.4 of 1999  
King Commission on Corporate 
Governance 
 
National Community Radio Forum (NCRF)  
World Association of Community 
Broadcasters (AMARC) 
 
 
Rate the following factors by order of importance (in your opinion), 1 being most 
important and 5  being least important : 
 
FACTORS NUMBER 
Funding  
Mission and Vision  
Service Provision  
Service Marketing  
Community  
 
Rate the following best practices by order of importance (in your opinion), 1 
being most important and 5  being least important : 
 
FACTORS NUMBER 
Strategic Planning  
Financial Management  
Collaborative/Partnership  
Governance  
Human Resource Management  
 
 
 
 
  
 
